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The Verdict of a Consumer Jury 
May Be Quite Unfair... 


But that won’t help you if it is 


directed toward your products! 
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If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Bethlehem Steel Company 

Black & Decker Manufacturing Company 
Cadillac Motor Car Division 
of General Motors Corp. 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 
Dictaphone Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 
U. S. Industrial Alcohol Company 


" ANY OTHER CARAVEL CLIENT 






























When the women of America begin to demand that the 
claimed superiority of a product be proved by test, it's 
time to do two things—and do them quick... 


— Make advertising more believable, as 





the majority of advertisers are now doing 


— Enlist the most powerful corrective me- 





dium available and present the truth in 





pictured demonstrations, factually, dra- 





matically, convincingly. 





If your product can stand the white light of a motion 
picture promotion, we can show you howto reach millions 
of present and future consumers—parents, teachers, grade- 
school children, high-school pupils, college students— 
and influence them favorably! 


Write for details—let us explain how this Caravel Plan 
applies specifically to your company, to your product. 
Or better yet, name a time when we can frankly discuss 
the plan with your sales executives—either in your offices 


or in ours. 


CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue ¢« Tel. Circle 7-6112 














FILMOSOUND “COMMERCIAL” (right) is a compact, single-case projector offering the 
utmost in convenience and simplicity of operation for the busy salesman. It provides uninter- 
rupted three-quarter-hour showings of theater quality in salesroom, showroom, hotel room, or 
moderate-sized auditorium. Has 750-watt lamp, powerful amplifier, speaker-hiss eliminator, 
“floating film” protection, and provision for using microphone or phonograph turntable. New 
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FILMOSOUND “ACADEMY” is the same as 
the “Commercial” except that (1) it is in two 
cases, one enclosing the proje.tor for extra- 
quiet operation, the other housing the speaker; 
(2) it projects both sound and silent film. 
WE COOOR, CU oc odscccdecccccsccessss $298 


FILMOSOUND “UTILITY” (vot illustrated) offers all the 
features of the “Academy,” above, plus greater picture illu- 
mination, greater sound volume, clutch permitting still pic- 
ture projection, and reverse lever for repeating sequences. 
POW GOs o.0n occ vectccacevercensscuneeceetess 





FILMOSOUND “AUDITORIUM” combines ready porta- 
bility with capacity to serve very large audiences. Either one 
or two projectors are controlled from panel on amplifier 
—instantaneous changeover to avoid program interruptions. 
POOR 6 sce r dete céenecdccreecedtisiasennsee tie 


PRECISION-MADE 


BELL & HO 


ooeee $369 


FILMOSOUND “MASTER” —a powerful 16 
mm. sound film projector for serving larger 
audiences. Offers the wide range of services 
of the “Utility,” plus even greater audience 
RAMEE COACH. «0 cccrecccvccecescs $410 





FILMOARC is the most power- 
ful of 16 mm. projectors. It 
employs the automatic, electric- 
arc type of illumination used by 
movie theaters. It provides such 
screen brilliance and ample 
sound volume that it can be 
used in largest auditoriums 
where 35 mm. equipment was 


-+++++$875 — formerlynecessary.From $1500. 
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M* and MRs. AMERICA go to the movies 70 million times 
a week. And when they see your business film, they'll 
expect pictures and sound of theater-like quality. That’s what 
you must give them, if your film is to be a sales success. 

So choose Filmosound Projectors and make swre your film is 
brought to the screen with brilliant, rock-steady pictures and 
faithful, full-range sound reproduction. Choose Filmosounds 
and be certain of programs uninterrupted by embarrassing me- 
chanical breakdowns. Choose Filmosounds and know that you 
will get lasting, dependable service. For Filmosounds are pre- 
cision-made by the makers, for 33 years, of Hollywood's pro- 
fessional movie equipment. 

There is a Filmosound or Filmo Silent 16 mm. Projector for 
every business need. Please write for details. Bell & Howell 
Company, Chicago; New York; Hollywood; London. Est. 1907. 


“HOW MOVIES TELi AND SELL’’ 
is an interesting new folder every ex- 
ecutive should read. Mail coupon for 
your FREE copy. 
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News and Comment on Recent Happenings in the 


Active World of Commercial and Educational Films 


@ THE AUTOMOTIVE INDUSTRY spends plenty 
each year to give the public the best that’s in its 
engineering laboratories and design shops. For 
years, too, a top-ranking customer of the com- 
mercial film studios, the motor car industry has 
used practically every type of viseo-sound pres- 
entation. So when a top-flight general sales 
manager for one of the Big Three speaking be- 
fore a recent meeting of the New England Sales 
Management by the 
Boston Chamber of Commerce mentioned films, 
this department listened attentively. 

“Today,” he said in part, “with highly com- 
petitive sales programs, it is necessary to not 
only tell salesmen what to do but how to do it. 
In this respect I have found motion pictures 
and slide films of inestimable value.” 


Conference sponsored 


The Truckers Need Films 

# When is the trucking industry going to find 
out about films? Every time we read one of 
Fruehauf’s present institutional newspaper ad- 
behalf of the 
imagine the same copy transposed into film. A 


vertisements on truckers, we 
great dramatic story is there 
for the telling and one which 
would get over to American 
business groups and motorists 
far more of the truth than 
cold type and competitive in- 
terests of the newspaper page 
would ever permit a conserva- 
tive advertiser. Think it over. 
American Trucking and Frue- 
hauf executives! 


. 


who deplore 


Notes on Color 


* Carroll Dunning sends this 
department a new sample of 


three color processing for 
which Dunningcolor is now 
sel up. The color screened 


beautifully with remarkable 
faithfulness in detail and reg- 
ister as well as trueness in 
shading. 

Mr. Dunning’s words on the 
improvement of 35 mm slide- folks. Color 
film results from Kodachrome 
“stills” are worth repeating: 

“The way to improve them,” 
he says, “is to see that the ‘stills,’ if possible, 
are shot with absolutely flat lighting. So many 
Kodachrome users try to get ‘arty’ with cross- 
lighting and back-lighting and in consequence 
bump up the original contrast too much. They 
do not realize that color of itself makes the 
character stand out and that they are only im- 
pairing their color gradations when they have 
burnt out highlights and empty shadows.” 


This Is “Scented” Too 
* The current “wave” of scented newspaper 
advertisements is old stuff in the commercial 


The Audience Decides 


* For the benefit 
‘commercial films” 
in entertainment theaters for the 
consumption of movie industry 
trade papers, we'll simply pass on 
the point-of-view of one exhibitor 
who operates a good-sized neigh- 
borhood house in the Midwest. 


“I’m against advertising films 
that try to “high-pressure” my 
customers with selling. I generally 
ean tell what they like or don’t 
like by an immediate reaction. 
We've played sponsored reels for 
many years and nowadays the 
ones we get are generally so good 
our people look upon them as an 
extra helping of dessert. for 

“Straightforward advertising has 
to be at least as clever as a good 
radio show to get by with my and 
cartoons, incident- 
ally, have been most welcome.” 


film business. Last year Hills Brothers gave 
their San Francisco World’s Fair theatre a pe- 
riodical dousing of coffee odor while the all- 
Cinecolor feature Behind the Cup was unreeling. 
Coty’s might have done the same thing at show- 
ings of Symphonies in Fragrance at A World of 
Tomorrow; what could be more natural than 
the tantalizing odor of broiled steak at a Swift 
or Armour show? Such goings on are positively 
out for the American Agricultural Chemical Com- 
pany, but we want to hear the tardy husband 
roll in at three ack emma with good cheer 
emanating from every pore while he tells the 
little woman that he’s just been down to the 
lodge seeing that new Hiram Walker feature. 


Memo to Chris Sinsabaugh 

* Say, Chris Sinsabaugh, we'd like to see your 
swell “auto-biography” “Who, Me?” made into 
a picture sponsored by the automobile trade 
groups. The historic era through which you 
have travelled your observant way should mean 
something to every American. Why not, then. 
take this message to every cross-road hamlet 
with a really fine unhokey 
“cavalcade of American in- 
dustrial ingenuity?” 


of sound-offs Vocational Training Tip 


* Bob Burns and Lyle Spen- 
cer, two bright lads with a 
good idea, run an organiza- 
tion called Science Research 
Associates in Chicago. Their 
specialty is telling young 
America how to make a living 
and we think they're missing 
a good bet by not looking into 
opportunities for vocational 
training film material. In- 
cidentally, their findings on 
jobs and the jobless would 
make excellent film material 
social-minded _ in- 
dustrialist to sponsor for the 
benefit of all young America 
some easy-to-take wis- 
dom for labor organization. 


some 


—o. H. c. Frigidaire Prevue 

* One of the real pleasures 
in starting a new year comes with attendance at 
a good, fast-moving sales prevue such as the one 
Frigidaire staged for Chicago and Midwestern 
folks in that city recently. Technicolor films by 
Jam Handy, including one honey on the import- 
ance of food, highlighted the program. The 
dramatizing of the 1940 model ranges and re- 
frigerators was also especially well handled, we 
thought, and the manner ip which the show held 
the interest of the hundreds in attendance was 
a real tribute to this kind of modern business 
showmanship. 

The lunch was good, too. 
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LEADING FILM PRODUCERS RECOMMEND DA-LITE SCREENS 


PS ee 


TE Senco 


REG.U.S. PAT. OFF. 


R.L.BUCKINGHAM 


PRESIDENT 


HUW ANTAYODIAMY & Aated UG DAT Ea ave, 


cheeses WACKER DRIVE - CHICAGO, ILLINOIS 





“For our sales training slidefilms which visualize the Dart- 
nell-Brobuck step-up sales plan and for our regular slidefilm 
and motion picture productions, we use and recommend only 


Da-Lite Screens. 
“We recognize that a good sereen, which presents each 


picture at its best, is an important factor in the success of any 


film 





as necessary as good photography and careful direction. 
That is why we have sold Da-Lite Screens exclusively ever since 


our organization started.” 


The above endorsement by Mr. Buckingham is significant 


evidence of the superior projection qualities of Da-Lite Screens. 


DA-LITE SCREENS HELP ‘'THE SALE" 
WITH BRIGHTER, CLEARER PICTURES 


When you choose Da-Lite equipment for your business films, 


you benefit from 30 years of specialized experi- 


The Da-Lite Challenger Screen shown above is an integral 
part of the “kit’’ recommended by Buckingham & Associates . . 4 . . 

for showing the 8 talking slidefilms which constitute the ence in screen manufacture. You receive time- 
Dartnell-Brobuck step-up sales plan. The Challenger consists 
co ee ae Sees Seenees Ce i & eee proved projection qualities, advanced features 
ease to which a tripod is pivotally and permanently attached. ¢ 
It is the only screen with square center rod which prevents . o . 
twisting and assures perfect focus of the entire picture. It that make for greater convenience and quality 
can be set up anywhere in 15 seconds. Among the many r 
prominent companies which have purchased the C onge oO . . ° 
Se te Eek eae ae ee ee ae ae workmanship—so essential to long economical 
ternational Business Machines, Johns-Manville Co., Johnsor 

Wax Co., Kroger Grocery & Baking Co., Pennsylvania Railroad service. 

Co., Union Central Life Insurance Co. 








FREE DATA BOOK 


DA-LITE SCREENS 








Mail Coupon Now! 





DA-LITE SCREEN COMPANY, Inc. 
Dept. 12B, 2723 N. Crawford, Chicago, Ill. 
Without obligation to us send your free 48 page 


book on screen surfaces, sizes and mountings and 
name of nearest Da-Lite Sereen dealer. 


-Tius? Choice of Leading Pracduceu, Vistituntoyu ii 
and tert of Business titers» aa 


iddress 
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RESPONSIBLE 
LEADERSHIP 


EASTMAN’S negative films—Plus-X, 





Super-XX, Background-X—have special 
features that more than meet every con- 
tingency. This ability is backed up by 
unmatched photographic quality and 
unvarying uniformity, the vital factors 
in Eastman leadership for over fifty 
years. Eastman Kodak Company, Roch- 
ester, N. Y. (J. E. Brulatour, Inc., Dis- 


tributors, Fort Lee, Chicago, Hollywood.) 


KASTMAN 








PLUS-X SUPER-XX 
for general studio use for all difficult shots 
BACKGROUND-X 


for backgrounds and general exterior work 
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Check these AMPRO features! 





NEW sound loop synchronizer—Permits perfect synchronization 
of picture and sound by the exact forming of sound loop. Guess- 
work is eliminated. Re-setting of sound loop accomplished without 
stopping projector when loop is lost through faulty film and with- 
out damage to the film. 


EXTREME quietness of operation—Runs so silently that no 
“blimp” or covering case is required. 


EASE of operation—aAll operating controls centralized on one 
illuminated panel. 


MAXIMUM film protection—A triple claw is used for moving 
film, engaging three sprocket holes simultaneously. Film with 
two adjacent torn holes can be successfully used. Ampro patented 
“kick-back” movement lifts the claws from the sprocket holes 
before withdrawing, eliminating film wear. Take-up compensator 
prevents starting strain. 


IMPROVED sound optical system—The light from the exciter 
lamp is projected directly and optically onto the photo cell with- 
out the losses or distortions normally encountered when mirror, 
prism, or mechanical slit is used. 


IMPROVED light optical system —In_ perfect alignment at all 
times, pre-set by the factory. Projection lamp base adjustable so 
that filament can be moved manually into perfect alignment with 
optical system. The Reflector and Condenser lenses are mounted 
on front cover for quick cleaning without the necessity of using 
tools. 


1000 WATT Illumination provided AMPROSOUND Models 
“X” and “Y” are approved by the underwriters Laboratories for 
1000 Watt lamps. A 750 Watt Lamp is normally furnished as stand 
ard equipment but can be interchanged with 1000 Watt lamps. 


PERMANENTLY attached reel arms — for Quick-Set 
Up—Reel arms are permanently attached: merely swivel 
into position for instant use. Accompanying belts, always 
attached, swing directly into position. 


SMOOTH sound— Entirely free from waver and dis- 
tortion due to its finely balanced flywheel, mounted on 
airplane type grease sealed ball bearings, and Ampro’s 
patented film guides. Curved film guides placed before 
and after the sound drum and sound sprocket prevent the film from 
flapping. 


IMPROVED sound drum and filter—Mounted on precision ball 
bearings, the rotating type of sound drum avoids sliding action 
between the drum and film—prolongs film life and maintains high 
quality sound. Curved film guides before and after sound drum 
eliminates weaving and “Belt action.” 


SIMPLIFIED threading—Same as threading silent projector, 
with exception that film also loops around sound drum, eliminating 
looping film over a third sprocket. Film guides assure correct, easy 
threading. 


FAST Automatic rewind—400 ft. reel rewinds in 35 seconds 
1600 ft. reel in 75 seconds without damage to the film. No trans- 
ferring of reels or belts. 


USES Standard lamps—Standard prefocused lamps, up to 1000 
Watts. “Special” high priced lamps not required. 


AM PR ( 
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PRECISION CINE EQUIPMENT 
2839 N. WESTERN AVENUE 
CHICAGO, 


Leading Industrial firms, schools and 
colleges all over the world are ordering 
and re-ordering the new AMPRO- 
SOUNDS in ever increasing numbers. 
Behind this amazing success of the 
new Ampro Sound Models “X” and “Y” 
lies a story of numerous superior fea 
tures that have set new standards of 
performance for 16 mm. sound-on-film 
projection. 


Wa 







AMPROSOUND 

































AMPRO Precision Silent 
Projectors 


Ampro Silent Projectors have been long famous for 
their brilliant illumination and ease of operation. 
They are today approved equipment in thousands of 
schools, colleges and homes all over the world. 
Among people who know 16 mm. projectors—Ampro 
is recognized as the standard of quality. Send coupon 
today for catalog giving full particulars including 


the complete Ampro line. 


SILENT MODEL KD—$135.00 


aumnee ee eT ee eE e e ee ee ee 
: | Please send me the new 1940 Ampro Catalog. I am 
particularly interested in: 
New Amprosound Models “X" and “Y" 
Ampro l6mm. Silent and Convertible to Sound Pro- 
jectors 
Ampro Tri-Purpose Public Address System 


Name 
S 


tddress 


City State BS-340 




















If itisnt 

advertised 

Write or Ware 
BUSINESS 
SCREENS 
SERVICE 
BUREAU 


20 North Wacker Drive 


Chicago, Illinois 


—for the most complete 
and authoritative market 
data and reference infor- 


mation. Available with- 


out obligation to any 
present or prospective 
user of motion pictures, 


slidefilms and equipment. 
Vv 


*Advertising of Producers and 
Equipment Concerns is subjected to 
careful scrutiny. While the publish- 
ers cannot accepl responsibility for 
all products and services offered in 
these pages, every possible precau 
tion is taken to assure representation 
of only those firms capable of ful- 
filling obligations according to the 
highest standards of the commercial 


film industry. 
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THE FILM FORUM 


4 Column of Letters from our Readers 


kditor, Business Screen: 
* if you have extra copies of No. 2. Vol. 2. 
of Business Screen we would appreciate your 
As a matter of fact we find 


your magazine very interesting and if you could 


sending us one. 


spare them, we would like very much to have 
you send us two copies of it regularly instead of 
the one which we are now getting. 

If I may add a personal comment about this 
magazine. | would like to say that from the libra- 
rian standpoint the fact that it is not dated is 
somewhat confusing. I hope that you will appre- 
ciate that this comment is not made in the spirit 
of criticism but only because I am sure that you 
want the best possible use made of your 
magazine. 

Julia D. Mann, General Data Department, 

ASSOCIATION OF NATIONAL ADVERTISERS, INC. 


Editor, Business Screen: 

* | HAVE been greatly interested in following 
Business Screen from issue to issue, and think 
you are to be enthusiastically congratulated for 
the splendid success it seems to be meeting. Even 
if | were not interested in its contents because of 
their relationship to my own work. I should find 
it fascinating reading. 

At this moment, | am wondering if you can 
tell me if there is any place where I can get a 
list of industrial and scientific films which might 
be available for showing here at the Museum. 
We are considering expanding our motion pic- 
ture showings in this direction, and while I have 
assembled a small list myself from whatever 
sources I can pick up names here and there, | 
have not as yet found any catalogue or complete 
listing. Perhaps none has been compiled to 
date, but if so, I thought you would probably 
know of it, and I would be very glad indeed if 
you would let me know. 

Marion Clyde McCarroll 
N. Y. MUSEUM OF SCIENCE & INDUSTRY 


Editor, Business Screen: 


* Some time ago, a writer friend of mine 
left a scenario outline with me, saying he had 
thought of it in connection with one of our 
clients. It didn’t suit our needs, but 1 wanted 
to talk to him about it, so asked him to come in. 
He never called, and the script remained in my 
files “til this morning when the phone rang. It 
was my scenarist friend. After the usual ameni- 
ties, came this query: “Have you still got that 
scenario outline I wrote up for one of your 
clients about a year ago? 
pect I think can use it.” 
Right here, | believe, is the basis of some of 
the wrong thinking that goes on in the field of 


I’ve got a new pros- 


commercial movies. Too many people put mo- 
tion-picture advertising and radio advertising in 
the same category. A good radio program can 
change sponsors half a dozen times and do a 
good job for every sponsor — providing each 
one of them retains the program long enough 
to get the accumulated value of repeated impres- 
sion. There are a great many other angles to 
radio advertising. of course, but for the most 
part, the (Please turn to Page 31) 














These 
Advertisers 


Lead the Way! 


THEY REPRESENT A 

MAJORITY OF LEAD- 

ING FILM PRODUCING 

ORGANIZATIONS AND 

KOUIPMENT MAKERS’ 
Vv 


AMERICAN RECONO, INC. 
THE AMPRO CORPORATION 
AUDIO PRODUCTIONS, INC. 

BELL & HOWELL COMPANY 
BURLEIGH BROOKS, INC. 
BURTON HOLMES FILMS, INC. 
CARAVEL FILMS, INC. 
CHICAGO FILM LABORATORY, INC. 
COMMERCIAL METAL PRODUCTS CO. 
GEO. W. COLBURN LABORATORY 
DA-LITE SCREEN CO., INC. 
COMMONWEALTH PICTURES 
THE DE VRY CORPORATION 
DOWLING AND BROWNELL 
EASTMAN KODAK COMPANY 
ELECTRO-ACOUSTIC PRODUCTS 
Division of Magnovox Co., Inc. 
INDUSTRIAL PICTURES, INC. 

THE JAM HANDY ORGANIZATION 
KING COLE'S SOUND SERVICE, INC, 
LOUCKS AND NORLING STUDIOS 
MODERN TALKING PICTURESERVICE, INC. 
MOTION PICTURE BUREAU, YMCA 
MOTION PICTURE SCREEN & 
ACCESSORIES, INC. 
NEULMADE PRODUCTS CORPORATION 
NU-ART FILMS, INC, 
OFFICIAL MOTION PICTURE PRODUCERS 
OPERADIO MANUFACTURING CO. 
PHOTO SOUND 
Division of Sarra, Ine. 
RADIANT LAMP CORPORATION 
RAVEN SCREEN CORPORATION 
RAY-BELL FILMS, INC, 
SOCIETY FOR VISUAL EDUCATION, INC. 
VAPORATE CO., INC, 

VICTOR ANIMATOGRAPH CORPORATION 
WEBSTER ELECTRIC CO. 

WEST COAST SOUND STUDIOS, INC. ( N.Y.) 
EMERSON YORKE 


Only those advertisers appearing within 
the last six months are included in this 
listing. A rigid policy of advertising re- 
strictions is maintained in accordance with 
the highest standards of this industry 
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BLENDING PATRIOTISM 
WITH SALES APPEAL 


* * 
“TODAY—there can be no more inspiring thrill for any 
American than a visit to Washington! A city steeped 
in historic tradition ... where you tread the very ground 
hallowed by America's immortals; where you stand .. ." 


“WASHINGTON 


THE SHRINE OF 
AMERICAN 
~ PATRIOTISM 


* 


NARRATED BY 


Thus is reflected the inspirational theme which carries 
ALOIS. HAVRILLA 


through the Baltimore & Ohio Railroad's new sound motion 


MUSICAL ARRANGEMENT BY 


GEORGE STEINER picture ... designed to promote train travel to the 


Nation's Capital! 





PRODUCED BY 
LOUCKS « NORLING@ F 
sStTupios Loucks & Norling Studios were selected to make this new pictorial 
presentation—based on B. & O.'s recognition of the freshness of our 
ideas, plus a production skill backed by 16 years’ experience in making 


outstanding industrial films. 


Ask us for ideas covering your next motion picture! You'll be impressed 


at the newness of our approach to your sales problem. 


LOUCKS & NORLING STUDIOS 


245 West 55th Street New York City 


a Pa 











Putting New Sales Ideas 
into Sound Slidefilms 


VISAVOX visualizes your sales problems of today with the motion picture 
technique of tomorrow—injecting New Ideas to help you sell! In full colors, 


if you like. 


VISAVOX interprets your sales message in such clear, concise, dramatic and 


convincing form, its retention by any audience is close to 100 per cent! 


We maintain our own staff of writers, photographers, artists and directors—each 


with years of experience in producing slidefilms. 


We would like the opportunity to suggest a VISAVOX solution for your sales 


problems—as we have for many other industrial firms. 


VISAVOX 


INCORPORATED 


(A subsidiary of Loucks & Norling Studios) 


245 West 55th Street New York City 
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- but 


People have to see your sales film or it’s money 


down the drain. 


But what people? Wouldn’t it be better if nobody but 
your prospects saw your film? Wouldn’t that bring 


the cost-per-customer-sold down to rock bottom? 


You bet it would. 


Modern Talking Picture Service can do just that. 


This is the only company with 
the national distributive set-up to 
hand-pick your audience, and 
pick prospects only. 

Women? 


Men? Upper Class? Middle Class? 


Name your market. 


We'll show you facts that prove we 


a 
ai FF 


WHOSE? 


build such selective audiences for your sales films. 


Name your cities. East? West? North? South? 


Modern Talking Picture Service has operations in 73 
major trading areas with 46,230 audiences on call. 


Look what else you get. Complete publicity 


material. advance notices to home office and all 


field organizations, complete reports of each audi- 


WAITING TO SEE 
YOUR SALES FILM 
25,396 hand-picked di 
20,834 hand-picked men audiences. _ 
46,230 total hand-picked audiences. 
These are only audiences affiliated with 


18 national activities. Others are avail- 
able — all subject to your selection. 





ence certified as 


to attendance, its age and sex. 
Add to this Modern Talking Pic- 
ture Service’s up-to-date equip- 
ment and experience in screenings 
and you see why the Modern way 
is the Profitable way to distribute 
your sales film...anywhere. 


Send for booklet today. 


MODERN TALKING PICTURE SERVICE, INC. 


9 Rockefeller Plaza, New York City 
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SERVE THIS 


@ Food AND SHELTER, man’s first 
essential needs, divide between them 
nearly half of our total national 
income. According to one authority 
from seventeen to twenty-four bil- 
lion dollars annually is expended 
to feed 120,000,000 Americans; one 
authority sets the figure at $19.- 
614,000,000 or 22 per cent of the 
national income. Only shelter, ac- 
counted for as home occupancy and 
maintenance, came anywhere near 
this figure and then only accounted 
for slightly less than twenty-three 
billion dollars or 25.6 per cent of 
our national income in 1929. Dur- 
ing the depression years, the tables 
were undoubtedly reversed. There 
was no apparent decline in our na- 
tional food consumption but no one 
will question the collapse of urban 
building activity, stimulated only 
by Federal aid. 

Meat, meat products and poultry 
led all other food products in the 
value consumed; grocery and deli- 
catessen products and dairy prod- 
ucts tied for second. Together these 
three classes of foodstuffs account 
for more than ten billion dollars or 
well over half the total value of all 
products consumed. 

532,010 retail food establish- 
ments were key factors in disposing 
of $8,322,425,000 worth of food 


NumBer THREE ® 1940 


wo FILMS 


HOW MOTION PICTURES & 


BASIC AMERICAN 


products according to the last Cen- 
sus of American Business, 1935. 
But a panoramic view of the food 
industry is more than an impres- 
sion of figures—it is a bewildering 
montage of nationally advertised 
brands, of independents vs. chain 
stores, of producers and growers, 


SLIDEFILMS 


INDUSTRY 


processers and packers. Behind them 
all—the largest market of any in- 
dustry—stands our entire national 
population and the millions in 
foreign lands to whom many Amer- 
ican food products are as familiar 
as they are at home. 


Films enter this scene where sell- 
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NUMBER AND VOLUME OF 


SALES OF RETAIL FOOD 


STORES CLASSIFIED BY KIND OF BUSINESS, 1935* 


Number of 


Stores 
532.010 


Kind of business 
All food stores...... : 
Grocery stores without 


NS eee 188.738 
Grocery stores with 

0 REI REA Ee RE 166,233 
Candy and confectionery 

ers cesta ack 55.197 
Fruit and vegetable 

I en ee 32,632 
Meat markets ................-- 32.555 
Dairy-products stores 

and milk dealers..... 16.380 
Bakeries and caterers. 14,150 
Fish markets—sea-food.. 6,919 
Delicatessen stores.......... 6,554. 
Eggs and poultry dealers 5,747 
Other food stores 6.905 


tribution, I. 
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*Source: U. S. Bureau of the Census, 


Sales 
Per cent (000) Per cent 
100.0 $8,362,425 100.0 
35.4 2.202.607 26.3 
31.3 1.149.813 19.6 
10.4 314,467 3.7 
6.1 215.965 2.6 
6.1 565.6040 6.8 
3.1 576.351 6.9 
rte | 99,908 1.2 
1.3 16.811 6 
1.2 88,708 1.1 
1.1 52,404 6 
13 19,751 6 


Census of Business: 1935, Retail Dis- 





THE SECOND OF 
SERIES 
FOR 
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ing begins. First, as a co-ordinating 
medium between the processer and 
wholesaler or jobber, slidefilms and 
motion pictures are used to show 
the company’s salesmen and then 
the wholesaler and his salesmen the 
merits of the product, its advertis- 
ing background and other selling 
Then slidefilms 
pictures are used to promote the 


aids. and motion 
sale of the product to the retailer 
and finally to assist and train the 
retailer’s salesmen in selling. 

The other half of films’ service 
to the food industry is that of direct 
consumer selling. Here motion pic- 
tures showing the manufacture and 
other preparation of the product or 
an exposition of its use familiarize 
consumer prospects with its advan- 
demand in a 


tages, create more 
thorough way than is_ possible 


through other forms of advertising. 


An important phase of film op- 
portunity, however, remains little 
explored as yet. In the very size of 
national distribution 
up by chain organizations and in 
similiar units organized as retailer- 
owned and wholesale co- 
operatives lie hazards of impersonal 
management. Distant control often 
calls for frequent aids to salesman- 
ship and morale. Here films have an 
important task yet to be performed. 


networks set 


chains 


[11] 
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FILMS HELP SALESMEN AND SELL PRODUCTS 


@® MOTION pPiCcTURES for consumer 
selling; sound slidefilms for sales- 
training that’s the typical 
division of film activities which par- 


men 


ticularly applies to the canners and 
packers of food products. 

A leader in this field is the H. J. 
Heinz Co., who have been using films 
“since the medium was discovered” 
and whose latest sound motion pic- 
ture Yesterday, Today and Tomor- 
row has a pre-determined mark of 
ten million persons to reach before 
it has completed its span of useful- 
With a 


circulation that goal may not be 


ness, hundred prints in 
far away. 

Heinz pictures, including Seeds 
"37 and The 


Love { pple, more recent, have the 


of Service, produced in 


all-inclusive aim of reaching “all 
that 
To attain this mark, a total 


who eat and 


body.” 


means every- 
of fifty sound projectors are owned 
and actively operated. The subject 
matter of all pictures is of general 
Yesterday, Today and To- 
morrow, a three-reeler, deals with 


interest. 


the story of food preservation. 





Scenes in “Imprisoned Freshness” 
which tells the story behind . 


BIRDSEYE FROSTED FOODS 





PRESENTING Nucoa ADVERTISING 
* The Best 
Kodachrome slides and sound mo- 


Foods, Inc., use both 
tion pictures to promote the Com- 
pany’s famed “Nucoa” and other 
brands. The motion picture, Touch- 
down Teamwork, was actually a 
motion slidefilm incorporating li- 
brary material for background with 
step-by-step slides. For the presen- 
tation of advertising campaigns to 
the Company’s sales and distribut- 
ing organization, individual Koda- 
chrome slides are used to replace 
the old-fashioned bulky charts of 
the past. From forty to fifty slides 
are incorporated in each set. 

* Another outstanding user is the 
Valley 
pany whose new sound motion pic- 
ture The Green Giant tells the story 


Minnesota Canning Com- 


of the growing and packing the 
Company's Giant 
Movies are principally 


Green brands. 
employed 
for training salesmen and brokers 
and informing jobbers and retail- 
ers’ salesmen as well as consumers. 
Showings are made to grocer 
groups as well as through clubs and 


schools. 


* Chicken of the Sea, the Van 
Camp Sea Food Company’s sound 


bot} 
BEST FOODS «... 


used for 


motion picture was shown to 3,380 
12-month pe- 
Shown to brokers, salesmen 


audiences during a 
riod. 
and dealers «= well as consumers, 
the picture is in heavy demand at 
all times. Van Camp has used the 
medium for five years and is now 
replacing the current feature with 
a full-color presentation now in 
addition a 
dealer trade film is produced each 
year. Of the medium the sponsor 


production. In new 


says: “Our film use and investment 
has become greater each year due 
to the fine job they have done for 
us.” 

Other notable film promotion on 
behalf of the canned sea food in- 
must mention of 
{laska’s Silver Millions sponsored 
by American Can on behalf of the 
salmon canners. Really little more 
than a re-edited version of a Father 
Hubbard (The Glacier Priest) Alas- 
kan adventure, this picture has been 
acclaimed by 


terests include 


school audiences 





* FILM SPONSORS * MEDIUM 


*SHOWN TO *SUMMARY 





American Can Company Sound Mo. Pic. 


Best Foods, Inc. Sidfs. & Mo. Pic. 
Booth Fisheries Silent Mo. Pic. 
California Pack. Corp. Sound Mo. Pic. 
Canadian Salmon Ind. | Sound Mo. Pic. 
Frosted Foods Sales Silent Mo. Fic. 


General Foods Corp Slidefilm 


H. J. Heinz Company Sound Mo. Pic. 
Hershey Chocolate Co. Sound Mo. Pic. 
Knox Gelatine Co. S-M-P (Tieup) 
Libby, McNeill & Libby § Sidfs. & Mo. Pic. 
Minn. Valley Can Co. Sound Mo. Pic. 
Northwestern Yeast Co. Sound Mo. Pic. 
Standard Brands, Inc. Sound Mo. Pic. 


Van Camp Sea Food Co. Sound Mo. Pic. 


Schools, etc. Prom. Can. Salmon Ind. 


Sales Org. Pres. Adv. Campaigns 


Adult Groups General Sales Prom. 


Consumers Del Monte promotion 


Schools-Clubs 


General Sales Prom. 


Clubs-Schools 


Prom. Frozen Foods 


Sales & Prd. Prom. 


Sales-Dealers 


Consumers Prom. Heinz Products 


Clubs-Schools Story of Chocolate 


Consumers-W Cooking School tieup 


Sales-Cons 


Slds for dealer mtgs 


Clubs-Schools 


Production promotion 
Consumers-W New breadmaking method 
Bakers Fleischmanns Yeast Pro. 


Sales & Cons. 


Promoting tuna sales 





Kodachrome 












and a sound 
advertising 


slides 


motion picture 
s and 


promotion . 


throughout t one of 


films made. 


country as 
the finest commercial 
Several sound pictures produced 
by the Canadian salmon industry 
are also being shown in schools 
and before adult Booth 
Fisheries offer another in a silent 
version but do not aggressively 
pursue bookings. Activity by Maine 
fishing interests is noted. 


* A list of additional 
users of either slidefilms or motion 
pictures, might well include famed 
Campbel! Soup Company, Knox 
Gelatine, Quaker Oats, Beechnut 
Packing Company and mention of 
the meat packers (reviewed last is- 
sue) would include Swift, Armour 
and three New England pork pack- 
ers now sponsoring a group show- 
ing campaign via Modern Talking 
Picture Service in that territory. 


groups. 


sponsors, 


Lippy SLIDEFILMS FOR PROMOTION 
* In 1924 Libby, McNeill and 


Libby started using glass stereop- 
ticon slides of olive growing and 
canning to show at dealer and job- 
1929 and °30 


ber meetings. saw 
the first use of silent slidefilms. 


These consisted of thirty or forty 
frames on the picking and can- 
ning of with 
captions and _ pictures. 


alternate 
Showings 


peaches, 


were for dealers and jobbers ex- 
clusively. 

Libby made movies of their pup- 
pet show at the Chicago World’s 
Fair of 1933 and showed them to 
dealers and jobbers primarily. 
However, there were some showings 
to consumer groups, but only by 
request and special arrangement. 
These pictures were of the early 
variety sound; i. e.: synchronized 
records. 

Shortly after this Mr. J. R. Col- 
lins, advertising manager of Libby, 
originated the idea of making slide 
films on the subject of Libby’s con- 
ception of the irreducible elements 
of good merchandising. These are: 


1. Counter Display; 2. Advertis- 
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rave 





ing; 3. Special Sales; 4. Personal 
Selling; 5. Window Display. 

Sound slidefilms on these sub- 
jects have been made and shown 
with considerable success, excepting 
the fifth subject which has not been 
made but is under consideration at 
the present time. Other sound slide- 
films have been Selling the Libby 
Idea, and A Libby Ad Is Born. 

There have been three sound 
movies since the puppet opus; in 
1936, Solid Foods in the Infant 
Dietary for physicians and nurses: 
in 1937, Your Big and Little Cus- 
tomer, for the dealer audience; and 
another film, /t Speaks for Itself. 
The company maintains seven Bell 
& Howell Filmosounds and fifteen 
filmslide projectors. These are dis- 
tributed throughout the various 
branches. Libby’s films are shown 
to approximately 2,000 groups each 
year. These audiences are usually 
obtained through local grocers’ as- 
sociations. 


BirpsEYE SHows RETAILERS 


* CLuB Groups, lodges and other 
adult organizations as well as re- 
tailer groups are entertained by the 
showing of a moving picture which 
depicts the patented process of 
quick-freezing used for Birds Eye 
Foods. Full-ripened fruits in win- 
ter, ocean-fresh seafoods hundreds 
of miles from the sea, the finest 
meats and poultry at all times 
these are some of the miracles 
brought about by this new modern 
method of packing foods. 

The picture takes the audience 
right to the fields, the farms and 
the packaging plants and _ traces 
various vegetables, poultry and sea- 
foods through the harvesting, clean- 
ing and packaging operations they 
undergo before they reach the final 
stage of quick-freezing. 

The picture points out the rela- 
tive difference between quick-freez- 
ing and ordinary freezing and 
shows specifically why quick-freez- 
ing retains the full flavor and tex- 
ture of the food. The Birds Eye 
film is a remarkable demonstration 
of the methods employed to seal 
flavor and goodness of food for an 
indefinite period. 


CANADIAN ADVERTISING MAN 
PRESENTS PrRocGRAM IDEA 

® IN A RECENT proposal delivered 
before a meeting of the Canned 
Foods Association groups in Can- 
ada, Russell T. Kelley, Canadian ad- 
vertising executive, put forward the 
use of institutional motion pictures 
as the basis of a Dominion-wide 
campaign. We quote from Kelley’s 
m.s.: 

* A FEW YEARS AGO we had four 
major forms of advertising —news- 
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A sound movic, “Let's Be odern” 
1 l . “Let's I Mod 


is shown to consumer audiences. 


LIBBY, MeNEILL & LIBBY 


Sequence from “Solid Foods in the 
Infant Dietary” Libby’s sound movie 


H. J. HEINZ COMPANY 





Typical of Heinz promotional films 


was “Seeds of Service” (in sound 





paper, magazine, billboard and di- 
rect mail. Then came radio, and 
during the past four or five years 
in my opinion another major form 
of advertising has come to the fore 
it is the talking movie, and in no 
way could it be more valuable than 
to the Canned Food Industry. 
There is one great advantage in 
it is not 
only instructive but it can also be 
made most entertaining. You can 
tell the public about your product, 
you can show it to them under 


this form of advertising 


pleasant surroundings, in fact it is 
often like taking a sugar-coated pill. 

There are today many women’s 
organizations—The National Coun- 
cil of Women, The Daughters of 
the Empire, Women’s Canadian 
Club, Women’s Institutes, political 
organizations, lodges, societies and 
church organizations without num- 
ber. Such a picture could also be 
made so that it would be of interest 
to men. Now both these women’s 
and men’s clubs are constantly on 
the lookout for speakers. It is safe 
to say that a picture such as I sug- 
gest could be shown at least 400 
times in a year. 

In addition to this work of bring- 
ing the story of your industry to 
the consuming public, a picture such 
as this could be shown on many 
evenings to retail organizations. to 
sales conventions. 


There are quite a number of 
Canadian newspapers putting on 
All that is neces 
sary is to take a certain amount of 
space in these newspapers in this 


cooking schools. 


connection and then we believe it 
could be arranged for this picture 
to be shown each day at the cook- 
ing school. Experience shows these 
schools have capacity crowds. 

The ingredients of canned fruits, 
vegetables and soups come from 
four or five of the provinces of 
Canada, so the picture could be 
given a real Canadian flavor. 


Russell Kelley 


Many Opportunities For 
THE CominG YEAR 
* 1940 can be a year of oppor- 
tunity for the processors and pack- 
ers of food products. If, as .most 
advertising and sales promotional 
executives will agree, the Consumer 
Movement is the Problem of the 
Year—then it can be met better with 
sound motion picture and sound 
slidefilm educational material. Ex- 
plain the making of your product 
the purity of its ingredients 

and its nutrient qualities for the 
thousands of waiting groups of a 
tively interested citizens. 





GENER Al FOODS —Uuses sound slide films to help salesme n do a 
4 4 f 4 n :. : ; 





if you Rave routed a new | 
olgete tla Mel ite Mato Zimisl-Melcele-laeeelindlilelilen 
Benefits, he will be ready for your ideas on 
Consumer Merchandising — because here is 
ewhere you help him move the merchandise 


v= to his customers sill 


good selling job in the store. 
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* FILM SPONSORS * MEDIUM *SHOWN TO *SUMMARY 
The Borden Company Sound Mo. Pic. Consumers National Sales Prom. 
Bowman Dairy Company Sound Mo. Pic. Consumers Pro. Milk Comengiien 


Carnation Company Sidf. & M. P. Salesmen-Cons. Mo. Pic. on Infant Care 


Dairy Council ( Balt.) Sound Mo. Pic. Consumers Increase ‘gusifieet use 
Evaporated Milk Assn. Silent Mo. Pic. _Consumers Story © of Evap. Milk 
H. P. Hood & Sons, Inc. Sound Mo. Pic. Consumers Regional Seles Prom. 





Slidefilms 
Slidefilms : 
Sidfms. & M. ?. 
Sound Mo. Pic. 
Sldfs-Mo. Pic. 


Int. Assn. Milk Dealers Route Salesmen Training memb. sales 


Kraft-Phenix Cheese Product Prom. & Train. 


Goodwill- Educ. Seahee 


Sales- Dealers 


Clubs- Schools 


Milk Ind. Foundation 


National Dairy Council Consumers Goodwill Advertising 


Dairies-Sales 


National Dairy Prods. Sales Promotion 


Reid Ice Cream Co. Sound Mo. Pic. Consumers Series- Sales Prom. 
Roquefort Cheese Assn. Sound Mo. Pic. Consumers Product Education 
Sheffield Farms Co. Sound Mo. Pic. Gianinene P py weer Consumption 
Wisc. Research Found. Sound Mo. Pic. Consumers FS Prom. Vitamin "D" ; 








® THE DAIRY 
near the 


INDUSTRY stands very 
the value of its 
products sold as compared to other 
fields within the food industry. For 
of this film classifica- 
principal products are 
butter, 


* National Dairy Products slide- 
films stress the importance of the 
Sealtest System of Laboratory Pro- 
tection. 





top in 
NATIONAL DAIRY COUNCIL 
(Above) “More Life in Living” pro- 
duced by Burton Holmes Films for 
the Council is shown to consumers 


Scenes from these produc- 
shown at the left. While 
this System confines itself to added 
for its dairy products, 
it is unquestionably one of the great 
laboratory systems of its kind de- 


the purpose tions are 


tion those 


milk, 


and sponsorship of pictures is cor- 


cheese and ice cream, protection 





respondingly divided. pictures. The Carnation Company 


a 










Both the dairies and their numer- 
ous trade and dealer organizations 
are responsible for the majority of 
films. Again it is motion pictures 
that are used for consumer educa- 


tion and general public showing 


voted to experimental research in 
Dairy Products. The Sealtest Sys- 
tem includes over one hundred plant 
ten zone laboratories, 
and a master Laboratory in Ballti- 
There is.also a Sealtest Ex- 


laboratories, 


more. 


uses a slidefilm to train Company 
salesmen and has also sponsored a 
motion picture on infant care. Ice 
cream makers such as Reid, H. P. 
Hood & Sons, Inc., and Breyer used 
motion pictures for consumer sell- 































whereas slidefilms are principally perimental Kitchen in New York. ing. The final field of use is that 
employed for training the milk Three other fields within the of the cheese producer. _ Kraft- 
man, promotion among milk deal- dairy industry include film users. Phenix and the Roquefort Cheese 


ers and employe relations. Evaporated and condensed milk Association are typical users of 





Such organizations as the Na- producers and the Evaporated Milk both slidefilms and movies. 
tional and regional Dairy Councils Association have sponsored motion 
and several associations have de . - PAN : 
id everal associations ha n a THE MILK FOL NDATION 
excellent use of sound motion pic- tie’ 
tures among adult and school An economic point illustrated by Vocafilm in “The Milk Dollar 


The latest of these is More 
Living, the 
film; 


groups. 
Life in 


Council 


National Dairy 
regional dairy coun- 


cils such as the Baltimore group 
have also contributed worthwhile 





material. Among company 
sors, the Borden motion picture The 
Eighty 
claimed and is said to be supple- 
Bowman Dairy has 
Milk and the Milk 


Industry Foundation has produced 
both movies and slidefilms of which 


spon- 
Years has been widely ac- 


mented soon. 


{dventures in 


the latest is the sound motion pic- 
ture Here’s to Health. 





(At left) 
slidefilm 


Dairy 


Scenes from the Sealtest 
produced for 
Products by 


eer ee 


NR 


National 


Atlas Films 
NATIONAL DAIRY PRODUCTS 
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COFFEE 
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@ THE COFFEE INDUSTRY has done 
a notable job in promotion of con- 
sumer interest and sales through 
major sound motion picture re- 
leases. Two features typify the high 
character of material available, 
notably Jerry Pulls the Strings, dis- 
tributed last year on behalf of the 
coffee industry by its sponsor, the 
American Can Company and Be- 
hind the Cup, the all-Cinecolor 4- 
reel production exhibited at the 
Golden Gate Exposition in a theatre 
built especially for that purpose by 
Hills Brothers, the sponsor. 

Jerry began his career at the 
country’s outstanding grocer conven- 
tionsand meetings lastyear. Asimple 
dramatic story which featured the 
use of puppets enacting the history 
of coffee in a highly entertaining 
sequence, Jerry was contributed to 
the industry by American Can. It 
has been made available to all types 
of groups but particularly to schools 
through the sponsor’s own distribu- 
tion facilities. For school showings, 
it was accompanied by teachers’ 
guides especially written for the 
purpose. The picture was selected 
as one of the year’s best by a Busi- 
ness Screen Reviewing Committee. 

Behind the Cup offered one of the 
finest delineations of Cinecolor yet 
seen. Shown only at the San Fran- 
cisco Golden Gate Exposition last 
year, it is expected to be released 


in a 16 mm Cinecolor version be- 


fore long. Hills Brothers have an 
earlier film which was shown to 
an average of 10,000 persons a 
month during its decade of use. 
T. C. Wilson, Hills Bros. advertis- 


ing manager, personally directed 


AMERICAN CAN sponsored the Caravel-produced sound motion picture “Jerry Pulls the Strings” 


the editing of Behind the Cup as 
well as narration. Showings during 
the Exposition period reached well 
over a quarter of million persons. 
The Company’s theatre was one of 
the Fair high-spots for design and 
all around comfort. Consequently 


the facilities of the Motion Picture 
Bureau of the YMCA. Millions of 
adults and children have enjoyed 
this scenic airplane tour to South 
America and the coffee country and 
the crisp narration of Lowell 
Thomas. 





* FILM SPONSORS * MEDIUM 


*SHOWN TO *SUMMARY 





A. & P. Coffee Service Sound Mo. Pic. 


American Can Company Sound Mo. Pic. 


Amerioen Coffee Co. Sound Mo. Pic. 
Hills Brothers Sound Mo. Pic. 
Instant Postum (G. F.) Minute Movies 


Natl. Fed. (Colom bia) 














Pan-American Union .P 


Tea Bureau, Inc. 


Sound Mo. Pic. 


Thomas J. Lipton, Inc. " Sound Mo. Pic. 


Clubs-Schools 


Sound Mo. Pic. - 
Sound Mo. Pic. 


Sales Promotion 


Cons. & Dirs. a Coffee Ind. Promotion 


Consumers Selling the product 


Consumers San. Fran. Fair feature 


Theatre Aud. = Straight advertising 


: General Aud. Prom. Colombia coffee 





Clubs-Schools “Coffee Ind. Premetion 


Grocer Groups Increasing Tea Seles 


Consumers-W Cooking School Tieup 





all showings were well attended by 
visitors at the Western exposition. 


OTHER Corree INpUSTRY FILMS 


* Two films offered under the 
sponsorship of the Coffee Service 
division of the Great Atlantic & 
Pacific Tea Company are now in 
circulation. In its fifth year of 
active service is Exploring the 
Coffee Continent offered through 





A & P COFFEE SERVICE 


“Coffee From Brazil to You” was produced by William Burton Larsen 
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Coffee From Brazil to You, a two- 
reeler produced two years ago under 
the auspices of the Pan-American 
Union is the other subject. Ex- 
clusively on Brazilian coffee, this 
picture was shown last year at the 
Brazilian Pavilion at the New York 
World’s Fair. Distribution is 
through the Pan American Union. 

Other subjects offered by the 
coffee industry include the 3-reel 
silent The Land of Coffee, produced 
for the National Federation of 
Coffee Growers of Colombia. Re- 
lating the story of Colombia as well 
as of its coffee production. The 
Land is adequately entertaining. 
The American Coffee Company has 
sponsored sound motion pictures 
also and the field is rounded out 
by several motion picture and 
sound slidefilm programs offering 
direct promotional aids. 

Kroger and Jewel Tea have been 
foremost in this activity. Both use 
subjects for organizational promo- 
tion and Jewel particularly 
fashioned its sound slidefilm for the 
purpose of showing route salesmen 
how to make and use a coffee sale. 
Instant Postum is reported to have 
used theatre screen advertising of 
the “minute movies” type for 
straight advertising of the product 
to consumers, 


| BUREAU ISSUES 
| | SOUND FILM 
@ THE OUTSTANDING film promo- 
tional effort on behalf of the tea 
industry was last year’s production 
Everybody's Business sponsored by 
the Tea Bureau, Inc. According to 
Benjamin Wood, Managing Direc- 
tor of the Tea Bureau, the picture’s 
purpose is to “provide an oppor- 
tunity for the men who work behind 
counters to learn new and _ profit- 
able methods in an entertaining, 
pictorial manner.” 

To be used by sponsors within 
the industry, the picture was 
screened last year at numerous re- 
tailer meetings through the facili- 
ties of the Tea Bureau and co-oper- 
ating sponsors. 

The story relates the place of 
tea in the grocer’s line through a 
dramatic narrative of a struggling 
young grocer and his experienced 
father. Through the pages of a 
Tea Bureau booklet, the characters 
and the audience learn of national 
survey findings on the importance 
of tea to the American family, of 
the differences in types of tea. The 
remainder of the film deals with 
merchandising aids and shows dis- 
plays and sales methods which 
profited grocers. 


Lipton’s Cookinc ScHoor Tieup 
* Thomas J. Lipton participated in 
the motion picture cooking schools 
of Pictorial Promotions, Inc. This 
syndicated program is sponsored by 
smaller city newspapers on a tieup 
advertising basis and various par- 
ticipants such as Kraft, Lipton, 
Pillsbury, ete., are featured in the 
picture on a cooperative basis. 


SUMMARY OF OPPORTUNITIES 
* Both the coffee and tea indus- 
tries have used the film medium 
with outstanding success. In Hills 
srothers’ Behind the Cup is an in- 
dication of what may be done in the 
future. Here the excellence of color 
gave new meaning to an otherwise 
fairly familiar scene. The tea in- 
dustry still has such an opportunity. 
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BISCUIT SHOWS 


TO MILLIONS AT N.Y. FAIR 
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@ THE NATIONAL BISCUIT COMPANY S 
the New York World’s 


Fair played to near-capacity houses 


theatre at 
at almost every performance 
the last 
year. That sums up a success story 


throughout Fair season 
for this sponsor and for the me- 
The two pictures, Vickey’s 
Party fround the 
Clock with the Cues, were especial- 


dium. 
Surprise and 
ly produced in Technicolor for Fair 
audiences. The boxoflice pull of the 


original Mickey Mouse cartoon was 


well balanced with the almost 
straight advertising of the short 
dramatic skit. Here again, top- 


notch showmanship was exhibited 
in the Walter O’Keefe as 
narrator for the Cues. 

Before, during 
Fair, NBC had 


movies in circulation. 


use of 


the 
several sound 

Of these the 
35-minute Romance on Main Street 
is the best. 


and since 


has 


This dramatic feature 
was produced for grocer meetings 
and trade showings in contrast to 
the straight consumer appeal of the 
Here the 
merchandising 


story of 


takes 


Fair subjects. 
successful 
precedence. 

Again on the consumer slant is 
With Wheat, a Shredded 
Wheat picture edited particularly 


Winners 


for school audiences and shown na- 


tionally through the facilities of the 


Castle organization. Winners ties 
a tour of the Shredded Wheat 
plant as well as athletic sequenses 


it 


and interviews with famous coaches 


on the subject of food and energy. 


IMPROVING EMPLOYEE RELATIONS 

Loose-W iles 
Biscuit Company directed a Voca- 
Bet 


Your Life, which has been shown 


* To its employees 


film (sound slidefilm) You 
to every person on the company’s 


payroll as well as many dealer 


groups. Creating faith in the cem- 
pany and its policies as well as 
pointing opportunities to the worker 


are the aims achieved. 


* A final group of films are those 
sponsored by Yeast manufacturers. 
Although Northwestern Yeast’s pic- 
ture Let's Be Modern properly be- 
longs in the realm of packaged 
soods and is meant for consumer 
showings, it has nevertheless a bak- 
that it 
bread making. In 


shows a new 
the 
same vein but entirely technical is 


ing angle in 


method of 


Enzynes and Dough Fermentation, 
a specialized one-reel subject for 
Yeast 
Brands, Inc.) which has been shown 


Fleischmann’s (Standard 


nationally to bakery engineers at 


conventions and also }-efore indi- 


vidual baking concerns throughout 
the country. 


(Left, below) a scene from the Caravel NBC production “Romance on Main 


Street” which has been shown to 





food dealers from Coast-to-Coast. 


(Left) Loose-Wiles sponsored a slidefilm for employe relations. 








* FILM SPONSORS * MEDIUM 








* SHOWN TO 





* SUMMARY 





E. |. duPont deNemours 

General Baking Company Minute Movies 
General Mills : 
Gordon Baking Company Minute Movies 


Kellogg Company Sound Mo. Pic. 


Loose-Wiles Biscuit Co. Slidefilms 

National Biscuit Co. Sound Mo. Pic. 
Pillsbury Flour Mills __Sound Mo. Pic. 
Russell-Miller Mill. Co. Sound Mo. Pic. 
Standard Brands, Inc. Sound Mo. Pic. 
Stivers Milling Co. Sound Mo. Pic. 
Swift & Company Sound Mo. Pic. 


Sidfs & Mo. Pic. | 


Sound Mo. Pic. Bakers Sales 
Theatre Auds. 


Increasing sales 





Straight advertising 


Salesmen-Cons. Sales training-prom. 


Employees 


Theatre Aude. 
General Auds. 


Straight advertising 


Sponsored Baseball ple. 


Impro. Emp. Relations 


Consumers-Sales Promotion NBC prods. 


Consumers-W 


_ Cooking Schools-Theatres _ 


Theatre Auds. Selling flour 


Bakers 


Consumers-W Product promotion 


Consumers-W 


Fl. Yeast promotion 





Anti-diet promotion 





DU PONT 

E. I. du Pont de Nemours & Co. 
have sponsored sound motion pic- 
for the 
tant groups of customer personnel. 


HELPS BAKERY SALESMEN 


tures training of impor- 


These are exclusively used to pre- 


sent bakery salesmen with a selling 
plan to help them improve business. 
No plugs for “Cellophane” are in- 


cluded or necessary for the sale of 
additional products naturally re- 
flects in the added consumption of 
the du Pont product. Watch Your 
Stops is the latest of these pictures 
with distribution handled 
through the “Cellophane” sales or- 


being 


ganization meeting with bakery ex- 
ecutives and their salesmen. 


FLOUR & CEREALS 


@ GENERAL MILLS, Pillsbury, 
Kelloge and the Russell- 
Miller Milling Company all 
use various types of sound 
motion pictures in promot- 
the sales of their indi- 
vidual products. Both Gen- 
Mills Kelloge’s 


are sponsors of national sports pic- 


ing 


eral and 


tures —the latter putting on the 
1940 official American League film 
Touching All Bases while General 
Mills had both the National 


League Baseball film and the Na- 


has 


tional Professional Football league 
subject. 

General Mills. on the other hand, 
has also made skilful use of sound 
tell- 


ing the story of its 


slidefilms in 


—- 
. ae 
ee = 








research facilities 
and in sales train- 
ing. The slidefilm 
served 


also as a 


fine institutional 
dramatization as it 


unfolded the back- 


The N.B.C. 
Another 


Theatre 


from 


(Center) 
(Right) 


scene 





ground of the General Mills 


organization. 
* Pillsbury’s Through Her 
Eyes was that company’s 


most ambitious undertaking 
in the field of dealer promo- 
A four 
produced a few years ago it 
has been called a noteworthy ex- 
ample of unselfish dealer assistance 
in showing “what can be done by 
a constructive thinking merchan- 
diser on correcting the human fail- 
ings of clerks, dealers and the rank 
Pillsbury has 
also sponsored a series of Minute 


tion. reel picture 


and file of workers.” 


Movies for theatrical screen adver- 
tising release and participates in 
the syndicated cooking school spon- 
sored by Pictorial Promotions, Inc. 
* The theatrical 
Romance in the Kitchen produced 
for the Russell-Miller Milling Com- 
pany (Occident flour) 
can be done with consumer promo- 
tion of a flour brand. It has been 
shown to more than a million per- 


one-reel release 


shows what 


sons through theatres in the Com- 
pany’s trading area. 


at the New York World’s Fair. 


“Romance on Main Street” 








Commercial television in action: (L to R), John A. 
Shea, Goodyear Tire & Rubber exec.; Thomas S. Lee, 
of radio organization; Miss Bee Palmer appear in skit 
featuring pneumatics for farm machines and tire films. 


BUSINESS SCREEN’S 
PAGES OF PICTORIAL 
NEWS AND COMMENT 


IN Pp R () 1) IJ CT] ) N . In commercial film studios from 

s coast-to-coast as 1940 rolled in, 
sound stages were alive with the music of hammer and saw on sets in construction; 
production in full swing on many major and minor features and shorts for 


America’s leading advertisers. In the new National Carbon picture—Flashlights! 


Action! Camera! the scene just described was an opening sequence. Filmed to 


Television station W6XAO, showing setup for project- 
ing film. Projector throws images directly into icono- 


Bill Haworth, announcer, opens the television program 
for W6XAO which transmits sound on 49.75 megacyclies 


scope and television camera head. Below the 2.7 lens and images on 45.25 megacyciles. Technician Harold 
on the underside of the box is seen the coaxial cable. Jury is awaiting the signal to start film 


FILM REVI 


projection. 


THE NEW FILMS 
OF 1940 SEEN 
INJPREVUES'... 


familiarize the “trade” with the “Critical Moments” advertising theme which has 
been used in Eveready Flashlight ads for the past several years and to show the 
results of this campaign, the picture was produced by Audio under the direction 
of Robert Snody; cameraman, William Steiner. J. M. Mathes was the agency. 
Wilfred S. King supervised for Mathes; Henry A. MacMullan for National Carbon. 


More of this and other films of 1940 on the following pages of this Review. 
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© Whatever the course of 
men’s affairs elsewhere, it 
looks like a busy 1940 for 
those who make and for 
those who use films. The 
remarkable selling records 
achieved last year by film 
sponsors ... the enthusiasm 
of dealers and salesmen .. . 
and their customers make 
this a “best bet” for 1940. 


MAJOR 1940 
CAMPAIGNS IN- 
CLUDE FILMS 


<G. E.’s Hotpoint 
division presents 
“Blame it on Love’ 


#Hotpoint’s full length fea- 
ture motion picture, Blame 
It on Love has just been 
completed. Prints will be 
available during March in 
each of the twelve Hotpoint 
districts. Showings will be 
under the auspices of local 
retailers and utilities show- 
ing Hotpoint Home Appli- 
ances. The extensive cast 
of well-known Hollywood 
players includes Joan 
Marsh, John King, Nella 
Walker, Cissy Loftus, Mor- 
gan Wallace and Frank 
Faylen. J. L. Sholty, 
Maxon, Inc., was advisor; 
Wilding the producer. 


«Flashlights! 


Action! Camera! 


National Carbon’s new 
sound feature delivers a 
sales promotional jolt that 
will hit home among the 
trade. Distribution, inci 
dentally, will be handled 
through the company’s own 
organization. Production at 
Audio’s Long Island Studios 
was ably directed by Bob 
Snody; supervised by Wil- 
fred S. King, Mathes agency 
exec and Henry A. Mac- 
Mullan for National Carbon. 


«Insurance Men 


See ‘Yours Truly, 
Ed Graham”... 


Ed Graham was _intro- 
duced to the insurance 
fraternity last fall and he’s 
been on the go ever since! 
Since the first of the year, 
distribution has been ex- 
tended to towns of less than 
10,000 population. 
Sponsored by the Insti- 
tute of Life Insurance and 
produced under the direc- 
tion of J. Walter Thompson 
film execs by Roland Reed, 
Ed Graham is no spell- 
binder but a typical human 
sort of guy who sells insur- 
ance for a living. In the 
pictures (left) a comedy 
note is struck as Tony 
Giurlani plays the part of 
an expectant father. In the 
lower scene Ed Graham 
explains insurance. 





Industrial Council Re- 
leases “Your Town” 
for National Showing 


© THE OPENING LINES of the Na- 
tional Industrial Council’s new 
screen editorial, Your Town—The 
Story of America, set the theme of 
this “short” so well they’re worth 
repeating. We quote, in part: 

“Our duty to ourselves and to 
America is to re-examine our way 
of life . . . to understand the insti- 
tutions that have made our country 
great ...and understanding them, 
to cherish and defend them against 
all onslaughts . . . To such an un- 
derstanding of the American Way 
this picture is dedicated .. .” 

Released this month for nation- 
wide theatrical showing under the 
auspices of Modern Talking Pic- 
ture Service, Your Town was pro- 
duced by Audio under the direction 
of Bob Snody. A special musical 
score by Edward Ludig is played 
by a 24 piece orchestra. 


* The Baltimore & Ohio railroad 
announces completion of a two-reel 
sound motion picture Washington, 
Shrine of American Patriotism. 
Produced by Loucks & Norling, the 
picture is entirely devoid of adver- 
lising; is to be made available to 
schools and adult groups through 
the facilities of the Motion Picture 


Bureau of the YMCA. 


® SETTING A TREND in sales and pro- 
motional activities which startled 
the heating trade, the L. J. Mueller 
Furnace Co., of Milwaukee began 
production in its factory on Decem- 
ber 11, of its new sound motion 
picture entitled The Hard Way. This 
sound movie depicts the progress of 
the Company since its inception in 
1857 and dramatizes Mueller his- 
tory and furnaces in a new, unique, 
and modern way. It sounds the key- 
note of bigger and better Mueller 
sales for 1940. 

H. P. Mueller, President of the 
L. J. Mueller Furnace Co., said in 
an interview recently, “Confucius 
was right! One picture is worth a 
thousand words — but words and 
sound together with pictures make 
an unbeatable combination. They 
bring ideas to a completed thought 
with lasting impression. That’s why 
we have decided on a sound motion 
picture as the spearhead for our 
1940 campaign.” 

Mr. Mueller further stated, “We 
intend to show and tell the trade 
what goes on behind the scenes in 
the Mueller plant and how this ef- 
fective sales medium. new to the 
heating industry, can help them sell 
more furnaces at better prices with 
less effort. This is a quality story 
presented in a quality manner.” The 
world premiere of The Hard Way 
will take place in Milwaukee on or 
about February 1, 1940. It will later 
be shown by Mueller salesmen to 
Mueller jobbers and dealers from 
Coast to Coast. Wilding produced. 











* Presenting a wide range of pic- 
torial material, backed by factual 
narration, natural sounds and a 
musical score, the newly completed 
sound film “Building the West,” 
produced for the Standard Oil Com- 
pany of California by Dowling and 
Brownell of Hollywood, is an out- 
standing example of industrial pic- 
tures which tell a comprehensive 
story of leading industries. 

In this motion picture the tracing 
of the story of Standard’s leader- 
ship in serving the entire West has 
been subordinated to the broader 
coverage of typical industries, agri- 
culture and attractions of the west- 
ern states, Hawaii and Alaska. In 
presenting highlights of the devel- 
opment of the West, however, the 
part played by petroleum in serv- 
ing this vast territory and its mani- 
fold activities is appropriately in- 
cluded. 

The material to be included was 
first selected by the Standard Oil 
Company in conjunction with the 
motion picture producer, and then 
the production crew traveled over 
thirty-thousand miles, at different 
seasons during a period of more 
than a year, to film the scenes; fol- 
lowed by the editing procedure, the 
writing of spoken narrative, record- 
ing of voice, music and sound effects 
separately, and finally the blending 
of these sound tracks into one com- 
plete sound negative. 

An interesting incident in the 
historical sequence of the film 
shows the birth of the “service sta- 
tion.” The world’s first filling 
station was established in Seattle in 
1907, and it was re-constructed, 
from old photographs as a guide, 
in the producer’s studio in Holly- 
wood, with its attendant atmosphere 
of the period. 

As to the technical aspects of the 
film, its production was all on 35 
millimeter negative, although most 
of the copies are made in 16 milli- 
meter sound. The running time of 
the film is 32 minutes and it con- 
tains over 350 individual shots, be- 
lieved to be a record in the number 
of scenes as compared with the total 
length. This final approximate 3000 
feet of 35 millimeter film was 
selected from a total of over 17,000 
feet of original negative exposed. 














TELEVISING AD FILMS 


Don Lee Station 


@ Over 11,000,000 feet of film 

enough to reach from Los Angeles 
to Chicago via highway—has been 
telecast from Los Angeles over the 
Don Lee television transmitter, 
WO6XAO, during the last nine years. 
This station, owned and originated 
by Thomas S. Lee, has, since De- 
cember 23, 1931 
daily 


been on the air 
without notable exceptions, 
excluding Sundays and holidays, 
and has brought to West Coast tele- 
lookers some 2448 programs to the 
present date (December 27, 1939). 

These broadcasts are transmitted 
daily—with the exception of Sun- 
days and holidays—over W6XAO 
from 8:00 to 9:00 P. M., on Tues- 
day and Thursday afternoons from 
3:00 to 4:00 P. M., and on Satur- 
day afternoons from 5:30 to 6:30 
P. M. Of these broadcasts Wednes- 
day, Thursday, and Saturday eve- 
nings from 8:00 to 9:00 and Satur- 
day afternoon from 6:15 to 6:30 
are currently live subject television 
broadcasts. Other broadcasts are 
films. 

Although both 16mm and 35mm 
films have been used for the broad- 
casts only the 16mm is being used 





Thomas S. Lee. Head of W6XAO. 


right at the present time because 
this type seems the most popular 
for the 
and amateur films that constitute a 
major portion of the films used. 
Generally 


commercial. educational. 


speaking. very satisfac- 


THE IMPORTANCE OF BEING EARNEST: 


W6XAO Reports 


tory results have been obtained 
using either type film for the tele- 
vision broadcasts, although on some 
occasions the sound recording on 
the 16mm film has not been found 
as satisfactory as that on the 35mm 
film. It is reported that although 
better results are usually obtained 
from black and white film, color 
film has been used very success- 
fully. Of course, the television 
equipment transmits only black 
and white images, but the color pic- 
tures are satisfactorily broken down 
into black and white when there is 
sufficient contrast between the inten- 
sity of the colors and when the 
colors do not approach the pastel 
shades. 

WO6XAO is licensed by the Fed 
eral Communications Commission 
as a non-commercial experimental 
station and transmits television 
images on 45.25 megacycles and the 
accompanying sound on 49.75 
megacycles. 441 line, 30-60 frame 
interlaced United States Standard 
television images are broadcast. 
Because of the limited license it is 
frequently found necessary to cut 
the film to extract undue advertising 
material. However, pictures such as 
“The Rains Came.” “The Plou 
That Broke the Plains,’ and some 
of the General Motors pictures have 
been telecast very successfully 
without cutting or editing. 

The films to be telecast are pro- 
jected directly into the head of the 
mosaic type television camera onto 
the sensative 
where the 


iconoscope plate 
light rays are broken 
down and carried to the transmit- 
ter through the co-axial cable. The 
sound from the studio is handled 
by the regular facilities of the Don 
Lee Broadcasting System. and is 
conveyed to the sound transmitter 
over sound circuits of the usual 
type. 


Gordon Palmer 


A STUDY IN 
ANIMATION> 


@ Telling the story of in- 
tricate mechanical parts 
and their working is a job 
that calls for the animation 
artist. No matter how com- 
plicated the explanation, 
the detailed drawings show 
it step-by-step as they trace 
each phase of movement. 
Here the technical phases 
of a Diesel engine are sub- 
jects for the artist’s air- 
brush as its mechanical 
“works” are dissected. D> 


Each movement of the pis- 
ton means a separate phase 
in the series ef drawings; 
the piston in cross-section 
will show how fuel explo- 
sions bring about the en- 
gine’s motion. Color added 
to such a sequence repro- 
duces the action in even 
more lifelike realism, show- 
ing the flames, burnt-out 
gases and explosion in 
natural colors. e 


Another phase in drawing 
the evolution of Diesel, The 
Modern Power. Here tech- 
nical animation traces the 
Diesel engine from a Poly- 
nesian fire syringe to a 
modern streamlined train. 
Soon the individual draw- 
ings of each _ successive 
phase of movement will be 
ready for the next import- 
ant step. * 


Which is the placing of the 
“keyed” drawings under 
the camera for straight 
photography. Filmed step- 
by-step in painstaking stop- 
motion technique, they will 
soon flash through the pro 
jector in natural motion . . 
bringing understanding out 
of the complexities of mod- 
ern mechanical invention. 
No phase of commercial 
picture production is more 
valuable to science and 
industry than animation. P 


Producing commercials isn't all turbines and steam shovels; here's a lighte: 
moment during the “shooting” 


of a recent International Harvester comedy. 











® MorTion pictures broadcast over 
television require special photogra- 
phy for best results. Observation 
of eleven million feet of film tele- 
vised by Don Lee Station W6XAO, 
the past eight years led to these sug- 
gestions on television cinematog- 
raphy. 

The first rule is: Do not violate 
the usual rules of photography. IlI- 
lumination, composition, contrast, 
and exposure as required for clear 
pictorial definition are to be used. 
In current motion picture photog- 


raphy extremes in lighting and 
other factors are practiced for 
dramatic effect. Dark, low key, 


lighting is used to produce a de- 
pressing audience reaction to tragic 
sequences, 

Such practices may be employed 
to a limited degree in the television 
technique, but they 
stricted, or the 


must be re- 
result on the re- 
ceiver screen becomes meaningless. 
Carry detail 
in the halftones. The object of prin- 


The second rule is: 


cipal interest must be thus por- 


traved. For instance, the outline 
of a man in a black tuxedo is lost 
against a black background drape. 


The third {chieve 


“checkerboard contrast.” This is a 


rule is: 


form of composition in which upon 
analysis it is realized that the whole 
field of view is broken into alternate 
dark and light 
originated because of the 


areas. The name 
clarity 


with which a checkerboard was re- 


* How 


THE BUILDING 





THE PETROLEUM 
WELLS TO SERVICE 
AND WHY IT 


{LSO IN THIS 
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Reuiual Ww Reels 

INDUSTRY 

BUYERS WITH AN EDUCATIONAL SIGHT 
AND SOUND PROGRAM. 


Oil Meets the Pullic 


INDUSTRY 
STATIONS: 
EMPLOYS 


SERIES; 


CINEMATOGRAPHY for TELEVISION 


By Harry R. Lubcke, Television Director, Don Lee System 


produced as held in the laps of two 
convalescing soldiers in a_ scene 
early in our work. 

It is not necessary that the vari- 
ous areas be of the same size or 
symmetrically distributed. 

The fourth rule is: Keep the over- 
all gamma range small. 

This rule is frequently violated 
in taking personage shots on ship- 
board. Here a dark figure is often 
secured with a “clear celluloid” 
Such extremes en- 
counter overload points in the sev- 


background. 


eral units of the television 
from pickup 


chain 
device to receiver 
screen. The effect is similar to car- 
the contrast to the toe and 
knee extremes of the H-D curve in 
photography. 

The fifth rule is: Maintain Action. 

It is well established that the 
eye is used to reduce detail in ob- 
jects in motion in real life. By the 
converse scenes of limited detail, as 
in television, appear to be of greater 
clarity 


rying 


when in motion. Conse- 


quently, the principal characters 


should move, gesticulate, or talk 
whenever possible. 

Certain short motionless periods 
may be observed to avoid monoton- 
ous repetition of Also, 
background elements may be moved 


motion. 


during otherwise still intervals: an 









AIDS HOME 
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FROM 
HOW 
MEDIUM. 


THE 


{UTOMOTIVE; 
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Watch 
for these 
Featured 
Anticles! 


= nu PAST, PRESENT AND A FUTURE NOTE. 


HOUSEHOLD 





extra walks by or an auto passes in 
exteriors, while the pendulum of a 
clock moves or a window curtain 
blows in the wind in interiors. 

When inanimate objects are to be 
shown, motion of the camera can 
satisfy the rule. “Panning” is ef- 
fective and desirable in scenic in- 
teriors. Planing, “zooming,” 
change of camera angle, er travel- 
ing shots all supply variety in in- 
teriors and also may be employed 
in many exteriors. 

Rule six is: 
light 
framelines. 

Dark prints, 
of contrast in 
the H-D curve. 
low signal level produced in the 
television equipment are definitely 
inferior to lighter prints from the 
same negative. 


Supply medium or 


density prints with black 
because of the lack 
the toe portion of 
and because of the 


The density numbers on the usual 
Cinex strip should run around 
eleven for a properly exposed nega- 
tive. For a dark scene of low key 
lighting the Cinex reading would 
have to be around five to produce a 
usable print. 

Black frame lines should be sup- 
plied to insure that no visual im- 
pulses are produced by the trans- 
mitter when the receiver scanning 
spot is retracing its path from the 


Should Ameriean Business Use 


A NEW SERIES OF BUSINESS SCREEN SURVEYS TELLS WHAT HAS BEEN DONE WITH MOTION 
PICTURES AND SLIDEFILMS; POINTS THE WAY TO WIDER USES OF FILMS IN THE FUTURE: 


Werth More Alive! 


AND 
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THAT INFORM 


UTILITIES; SMALL 


INSURANCE 
REASONS AS_ IT 

HEALTH & SANE LIVING 
GETS TOLD TO THE PUBLIC IN MOVIES 
AND ENTERTAIN. 


MANUFACTURING 





end of the last line of the frame to 
the beginning of the first line of 
the next frame, 

Electrical means are provided to 
extinguish the spot so that “return 
lines” will not be visible across the 
image. However, it is inconvenient 
to make the amplitude of these 
means great enough to prevent the 
appearance of return lines under 
all scenes and conditions, particu- 
larly if prints are supplied with 
white frame lines as 
occurs. 

No frame lines at all may be 
tolerable, but in film produced for 
television black frame lines 1/16 
inch in width should be supplied, 
or better, the dimensions of the 
standard aperture of the Academy 
of Motion Picture Arts and Sciences 
observed, which has a black frame 
line nearly 1/8 of an inch wide. 
This is for 35 mm, for 16 mm, 
proportionately. 

Rule seven is: Employ lap dis- 


sometimes 


solves, quick fades or change in- 
stantaneously from scene to scene. 

Long fade-outs give the momen- 
tary impression to the audience that 
something has gone wrong with the 
television equipment. The receiver 
screen does not go completely dark 
during a fadeout as occurs in a 
theatre. It remains lighted to a gray 
similar to the condition obtained 
when the transmitter is on the air 
but not transmitting a visual signal. 


(1937 technique. ) 
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PRU GROWERS 
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@ NEARLY A DECADE AGO Sunkist 
brought out Partnership for Profit, 
the first talking motion picture for 
the fruit and grocery trade. Dur- 
ing the 1938-1939 season over a 
million persons were reported to 
have attended showings of Citrus 
on Parade, the California Fruit 
Growers Exchange's latest picture. 
This subject is exclusively intended 
for consumer showings, particular- 
ly before women’s clubs, whereas 
Partnership was exclusively ad- 
dressed to retailers. 

A third field of interest is that 
of the schools and for these three 
spheres Sunkist annually produces 
film material. The last dealer pic- 
ture Sunkist for Profit is a four- 
reel exposition on modern display 
and sales angles as well as a factual 
narrative of industrial history and 
operation. Showings of Sunkist for 
Profit were arranged through the 
Company's thirty-four merchandis- 
ing representatives. An attendance 
of almost 50,000 dealers was the 
aim. The final reel of Sunkist for 
Profit was processed in color in 
order to give dealers a better pic- 
ture of display materials in natural 
color. 


Unitep Fruit Aips DEALERS 


* On the other side of the con- 
tinent but interested in virtually the 
same fruit and grocery trade as 
Sunkist is leading banana-producer 
United Fruit. With the combination 
reels Doubting Thomas Goes to 
Town and Hands Across the Sea, 
United Fruit dealers how 
to sell fresh fruits and vegetables. 
Hands Across the Sea tells the 
story of the growing, transporting 
and ripening of bananas for the 
consumer market. Both pictures 
have been shown on a single pro- 


shows 


gram by the Company’s own repre- 
sentatives; jobbers have also spon- 
sored showings for their salesmen. 


A slidefilm for consumer showing 
(Tropical Treats) has also been 
sponsored by the Fruit Dispatch 
Company. This subject advances 
the use of bananas in cooking, de- 
picts their nutritive values, etc. 
Showings are made by Company 
home economics representatives be- 
fore women’s groups. 





A sequence from the William Burton 


Larsen (Larsen Pictures Corp.) 
production “Yes, Bananas” showing 
various operations of the banana 


industry from plantation to market. 
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Paciric NortHWesT FRuITs 
* Doc Apple's Family Comes to 
Town was produced for Pacific 
Northwest Fruits, a cooperative 
apple marketing association for 
showings to produce dealers and re- 
tail fruit merchants. The film shows 
in detail the care of orchards, pick- 
ing and packing of fruit. window 
displays, retail selling demonstra- 
tions and other merchandising aids. 


The Oregon-California-Washing- 
ton Pear Bureau has sponsored a 
sound motion picture, Pear Lands 
of the Pacific, and another recent 
title in this field is All Good Things 
Come in Pears, a three-reeler for 





Improving the 
Fruit Display 


“Doubting Thomas 
Goes to Town” 
shows the retailer 
how to do it. Spon- 
sored by United 
Fruit Co. Produced 
by WestCoast 
Sound Studios 
(New York City). 








the Pear Industry of the Northwest. 
In California, the Prune Pro- 
Ration district has a color cartoon 
on Mr. Prune showing at the San 
Francisco Fair through the coopera- 
tion of the Parafline Companies. 





* FILM SPONSORS * MEDIUM 


* SHOWN TO 


* SUMMARY 





Sound Mo. Pic. 
Sound Mo. Pic. 
Slidefilm 


Calif. Fruit Grow. Exch. 
Florida Citrus Comm. 


Fruit Dispatch Co. 
Pacific North. Fruits 








Prone Pro-Ration No. | Sound Mo. Pic. 


Ore-Wash-Calif Pear Bur. 


Unit Sound Mo. Pic. 
Sound Mo. Pic. 
Sound Mo. Pic. 
U. S. Cane Sug. Ref. Assn. Slidefilm 

Sound Mo. Pic. 


United. Fruit Company 
Calif. & Hawaiian S. R. 
Savannah Sugar Ref. Co. 


Western Sugar Refinery 


Sound Mo. Pic. 


Sound Mo. Pie. 


Rtl Groups-Cons. 
Natl. groups 
Women's Clubs 
Dealer groups 
GG Fair auds. 
Dirs-Consumers 
Retailers . 
Natl. Groups 
Southern groups 
Dealer Groups 


Consumers 


Sunkist sales pro. 
Florida citrus prom. 
Banana promotion 
Apple sales promotion 
Prune sales promotion 
Pear sales promotion 
Impro. mktg. training 
Product promotion 
Sales promotion 

Sales promotion 


Story of Sugar & Ref. 














SUGAR 
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@ THE CANE SUGAR interests have 
already sponsored several widely- 
shown films. Of these, the two most 
interesting programs are those of 
the California and Hawaiian Sugai 
Refining Corporation, Lid., and the 
Western Sugar Refinery. 

The California and Hawaiian 
film, Hawaiian Harvest, is shown 
only through that company’s own 
jobbing outlets. To date over 70 
copies of the film have been used 
and in two years of distribution 
around 40,000 people a month see 
the picture. Hawatian Harvest tells 
the story of the Company's sugar 
cutting and refining processes. 

Last year at the Golden Gate In- 
ternational Exposition on Treasure 
Island, the Western Sugar Refinery 
showed its film White Treasure of 
the Sea Islands to many thousands 
of visitors who sat before its pro- 
jector. Another sound film, Crys- 
tallized Energy, has been produced 
club 
arrangements 


for school and showing 
with the 
Graphically shown in 
Crystallized Energy is the place of 


through 
Company. 


sugar in daily life, the operations 
of sugar cane plantations and 
refineries, including planting, cul- 
tivating, packing and marketing of 
the product. 

see. U.S. 
Association has sponsored a sound 


slidefilm /t Could Happen Here for 


distribution nationally. No motion 


Cane Sugar Refining 


pictures are as yet contemplated. 

Except for a government spon- 
sored picture on Beet Sugar equip- 
ment (shown to growers) no films 
have been used or produced as yet 
by our Beet Sugar industry. 





California and 

Hawaiian Sugar film “Hawaiian 

Harvest” produced by Dowling & 
Brownell for national release. 


Scenes from the 








@ THE CLERKS who man the coun- 
more than 500.000 
stores throughout our 


retail 
land 
are about as big a problem as 


ters of 


food 


management faces today. Employed 
by a chain store organization where 
standard practice is something akin 
to religion and their initiative and 
ambitions wither; let them work 
for an “independent” and they dis- 
cover the nearby chain’s competi- 
tion irresistible, and the same thing 
happens. 
But let the humblest 
clerk discover that his destiny is 
linked to modern ideals of planned 
selling, cost control, advertising 
and let him discover the vast and 
little explored domains of customer 
service and a new and useful citizen 
is created for the benefit of 
this vital American industry. 


grocer’s 


NOT ONLY WHAT sut HOW To SELL 


These premises are an old story 
to many classes of “chain” man- 
agements. Certainly the wisdom of 
telling the salesman what to do 
and how to do it according to plans 
originated by the best minds at 
the top of such organizations has 
long been recognized in the auto- 
motive and service station fields. 
In the food industry such outstand- 
ing merchandisers as General 
Foods, General Mills, the Indepen- 
dent Grocers’ Alliance, Kroger 
Grocery and Baking Company, 
Jewel Tea Company, Red & White 
Stores and the International Asso- 
ciation of Milk Dealers have orig- 
inated programs for this and they 
all have one important factor in 
common—the use of sound slide- 
films for the training and product 
education of the company’s sales- 
man, the wholesaler’s 
tive or the retail clerk. 

In this respect a series of sound 
slidefilms issued by the International 
Association of Milk Dealers in con- 
nection with the training of milk 
wagon drivers has brought real prof- 
it to member dealers. First reported 
in these pages last year, the Asso- 
ciation’s program includes material 
showing the route salesman how to 
secure new customers, how to han- 
dle complaints and other aids which 
have as their purpose the trans- 


representa- 


The Red and White stores 


use sound slidefilms 





THE RED & WHITE 


dound-LUp 


~ — 
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A General Mills sound slidefilm shows the Company's salesman in action during a typical buyer interview 


TRAINING CLERKS AND SALESMEN 


Some Notable Slidefilm Programs Serve the Food Industry 


formation of this routine occupa- 
tion into one of genuine salesman- 


ship. 
HOW TRAINING FILMS ARE SHOWN 


¢ Organizational films, such as 
those produced by General Foods 
and similar processers for showing 
to the Company’s own salesmen 
present no showing problem. Asso- 
ciational subjects such as the Milk 
Dealers’ program are generally pro- 
jected before the dealer’s employees 
at a convenient hour; other films 
such as the IGA program are shown 
at the IGA wholesaler-sponsored 
meetings attended by retailers and 
their clerks. IGA, for example, 
shows at approximately 150 meet- 
ings per program to an estimated 
combined audience of approximate- 
ly 8,500 persons. 





Jewel Tea, whose program is 
described in detail in paragraphs 
below, brings its route salesmen to- 
gether in company meetings. These 
are carefully timed affairs which 
lack nothing in showmanship and 
interest for the men attending. 


Jewet Tea Procram Toip 
* Outstanding among case histories 
of successful users of slidefilm 
training material is that of Jewel 
‘Tea. In much the same words ex- 
pressed by the Company’s film au- 
thority, we quote, in part: 


Showing member grocers 
how to put over a sale 
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1939 SuiperitmMs Usep By 
INDEPENDENT Grocers’ ALLIANCE 


1. Let’s Have a Parade—merchan- 
dising coffee. 

2. See Profits Through Glass—how 
to increase gross profits through 
better merchandising methods 
of glass-pack merchandise. 

3. All Washed Up—merchandis- 
ing soap products. 

4. Grand Opening—proper stag- 
ing of store opening sale. 

5. It's in the Bag—introducing 
new package designs. 





* A few years ago Jewel used a 

limited number of motion pictures 

and silent slidefilms for both con- 
sumer and sales personnel educa- 
tion, but not until last year did the 
company get into the field of sound 
slidefilms. On June 11, 1939, each 
of the ninety branches held a sales 
meeting to introduce the first two 
sound slidefilms. Since the intro- 
ductory meeting two more films 
have been issued and several others 
have been planned. 

Films currently in use in the field 
are: 

1. Mr. Karker’s Message—a 51 
frame picture, using shots from 
Jewel’s files and a recording by 
Mr. Karker. president of the 


Slidefilms help grocers 
tie up with campaigns... 
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company. In essence, this is an 

illustrated talk by Mr. Karker 

on one of the serious problems 
of this business. 

Six Chances to Sell—a 112 

frame picture, giving a detailed 

explanation of the routine Jewel 
salesmen should follow in each 
home. 

3. Hard and Fast—a 104 frame 
picture, specializing on the cof- 
fee phase of the selling job. 

1. The First Olive—a 94 frame 
picture, explaining the most ef- 
fective way to deliver the first 
order to a new customer. 


i) 


All four were produced by 
George Haig and Mercer Francisco, 
Inc. Professional talent was used 
throughout all except the first. 

The purpose of these films is to 
educate and motivate field sales 
personal. Eventually it is Jewel's 
aim to have a sound slidefilm li- 
brary covering all phases of the 
route sales job. 

At present, the company has 
ninety Junior AC-DC_ Illustrovox 
projectors in the field—one for 
each branch. Branch managers and 
their assistant managers show these 
films at the regular sales meetings 
which are held twice monthly, and 
use them in the training of new 
men. They also show them in sales- 
men’s homes, especially when con- 
tacting 


‘ 


‘sub-branch” men, who are 
headquartered outside the “parent- 
branch” town and are seldom 
brought in for the regular sales 
meetings. 

Jewel field men seem to like and 
appreciate films. That is evidenced 
by their repeated requests for filmic 
treatment of additional phases of 
the job. However, Jewel has 
adopted the policy of issuing new 
films slowly enough that managers 
will at least have the opportunity 
to capitalize fully on one before 
going on to the next. 























































Step by step this Jewel 
Tea slidefilm shows the 
pathway to sales success 
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@ AN IMPORTANT 


Holly wood’s out- 


majority of 
standing hits of the season has been produced 
lists of fiction works. Such 
Gone With the Wind, 
Rebecca, 0} Vice and Men 


and others too numerous to mention gained first 


from the “best-seller” 


box-ollice successes as 


Grapes of Wrath, 


popularity in print. 
“best-seller” shelf which 

Although copies of the 
works on it are sold by the 


Yet there is another 
gets no such attention. 
thousands on occa- 
Hollywood for the 


“how-to-do-its” and 


there is no place in 
book, 


similar volumes which sometimes achieve a wave 


sion, 


factual those many 
of popularity just as great as the Margaret Mit- 
chell strange as that may seem. 

It would appear that there is 
of this character, 


“classic,” 
a place for books 
time to time, on the 
fields of 


Often as in case of sports volumes 


from 


commercial screen. Their interest are 
well-defined. 
on golf, tennis, ete., the popularity of the books 
is matched by a corresponding number of prod- 
uct manufacturers all of whom stem out of an 
enthusiastic interest in the game. The same is 
true in gardening and similar pursuits. 

There is another field of specialized interest. 
It is typified by such volumes as How to Sleep 
and What to Listen For In Music 


a semi-professional nature. The 


which are of 
former, it has 
should 
have the sponsorship of the Simmons Company. 
The latter 
radio or phonograph manufacturer or 


already been suggested in these pages, 


might be an excellent vehicle for a 
might 
well carry another type of product entirely. 
Still another field is that of occupational im- 
provement. Here a dozen new books appear 
How to Succeed in Retail Selling 
volumes would be of real interest 
Books on 
personality phases such as those by Dale Car- 
negie the volume People illustrated above would 
be immensely 
diences. 


each month. 
and similar 
to clerks and students everywhere. 


popular with all types of au- 


Such books would not be difficult to interpret 
in factual films. The sale of the books might 


[24] 


Yi BOOKS set more MOVIES 
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HERE ARE 


Iron Brew, 
Steel. By 
millan Co.., 


A FEW 
A Century of 
Stewart H. Holbrook 
1939). 
steel industry offers a script for an education- 


{merican Ore and 
(The Mac- 


The background of our 


al-industrial feature. 

( Whittle- 
known “tune 
of this type 


Music ror Fun, By Sigmund Spaeth. 
1939.) The 
has made 


sey House, well 


detective” “shorts” 
why not an entire sponsored feature? 
How To SUCCEED IN RETAIL 


Morton Hardy. 


“serial” 


SELLING, By Ray 

(Harper & Bros., 1938.) Why 

not a for bi-weekly showing to clerks 
as a film training school sponsored by a group 
of interested manufacturers? 

PeopLe, How to Get Them to Do What You 
Want Them to Do. (Maxwell Droke, 1939.) 
{nother of the “personality” books but one 
which offers possibilities for various selling 
field $ponsors. 





SUGGESTIONS FOR MATERIAL 
Oppty ENnoucu, A Pictorial Encyclopedia of 
Furs, By Arthur Samet. Since Revillon Freres 


did it there hasn’t been a good fur film. 


Post Haste, A Manual for Modern Letter 
Writers By Mary C. Foley and Ruth GC. 
Gentles. Here’s a suggestion for an office sup- 


ply sponsor—or typewriter company. 

PRIMER OF FicurE SKatTinc, By Maribel Vinson. 
(Whittlesey House, 1939.) The skate manu- 
facturers have Sonja Henie but how about 
making the most of it? 

A Sport Series: Better Tennis, Better Bow - 
inc, Better Gour, edited by experts in their 
fields including Ellsworth Vines, Ned Day and 
Sam Snead. The bowling idea rates first! 

AND THE Fo.LLowinc: 125 Ways to Make Money 
With Your Typewriter; How to Sell Your 
Way Through Life; What to Listen for in 
Vusic. And many more in our next! 
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certainly be greatly enhanced by the additional 
publicity given and the sponsor's prestige would 
hardly suffer from the connection with a fairly 
successful authority on the subject with which 
they are concerned. This could be promoted 
into regular advertising channels as well. 
* From the publisher’s point of view, there is 
said in favor of such com- 


Where 


leased for group showing on a national basis. 


a great deal to be 


mercial film tieups. pictures are re- 


hook tieups may be arranged with displays at 


the place of showing or in the local bookdealer’s 
window. 

Where a few thousand copies of certain types 
a film edi- 
tion might be published which would be of 
great value to every member of the audience. 
Particularly where films are shown to technical 
or sales groups offering certain types of train- 
ing. Ned Day’s book on Better Bowling could, 
for example, be easily tied up with distribution 
through principal recreation centers where the 
film of the same kind would be shown. 
Epiror’s Note: This is the first of a 1940 Series 
now inaugurated by this Review Department. A 
selected list of especially interesting non-fiction 
material will be included in an early issue and 


of non-fiction works are now sold, 


the feature regularly maintained. Your con- 

tribution is invited. 

FOOD INDUSTRY NOTES 
1s this issue goes to press, the following 


newsworthy notes are worthy of mention: 


* A new sound slidefilm on Balanced Meal 
Planning directed by N. E. Daneld for the 
Merchandising Division of the John J. Maher 
Printing Company, 
showing to a 


Chicago, was available for 
restricted group of leading inde- 
pendent grocers. The film presents a unique 
promotional program based on “ 
menus for retailer distribution. 


balanced meal” 


* Omitted from other food pages in this issue 
but deserving of mention is the group of food 
merchandising belonging to the National Health 
Foods Association. Over 500 million is spent 
annually for these products with over 500 out- 
lets in 40 states. This situation will be discussed 
in an article in an early issue. 

* Many other food sponsors can be named in 
addition to the hundreds whose programs are 
discussed in this issue. In addition two impor- 
tant articles: THE AGENCY AND FILMS—1iI and 
SCREEN ADVERTISING’S FUTURE will appear in our 
next issue. 
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®In the modern auditoriums 
and conference rooms of 
America’s foremost business 
organizations as in deluxe 
entertainment theatres 
throughout the world, De- 
Vry theatre projectors are 
carrying on a great tradi- 
tion of superb film show- 
manship. Before large audi- 
ences everywhere, at con- 
ventions, open-air gather- 
ings, etc., where conveni- 
ence and portability are 
essential, the DeVry port- 
able and semi-portable 35mm 
projectors afford the same 
screen brilliance and per- 
fect sound reproduction 
as the distinguished De- 

\ Vry “Super” models. 


J >» 

The DeVRY “SUPER” 

35mm Theatre Type Are Projector 
The “Super” model, a permanent theatre in- 
stallation, carries on the DeVry tradition of 
superb workmanship and high technical perfec- 
tion as the finest equipment in the DeVry line. 
Its handsome streamlined case houses a perfected 
projection movement, finest “Brillante” Lens 
and “Super” arc equipment especially suitable 
for the largest auditoriums. 


The DeVRY “PORTABLE” 
35mm Motion Picture Projector 
Ideally suited for road-showing of 
business and educational as well as 
entertainment pictures, the DeVry 
“Portable” is a light- 
weight, highest quality 
35mm sound projector 
offering either 2,000 or 
1,000 foot magazine 
capacity. Combines ease 
of transport, screen bril- 
liance and excellent 
sound reproduction, 


A FEW PROMINENT 
USERS OF DeVRY 
EQUIPMENT: 
Ford Motor Company 


Caterpillar Tractor Co. 
{llis-Chalmers Company 


Int. Harvester Company 
Standard Oil Co. of Ind. 
Firestone Tire & Rubber 


Goodyear Tire & Rubber Company 
Company irmstrong Cork Company 
Minneapolis Moline Imp. Bell Telephone Company 
Company Cunard Lines 
imerican Steel & WireCo. Dollar Lines 


H. J. Heins Company 


B. F. Goodrich Co. 


DEVRY 


CORPORATION 
1111 ARMITAGE AVE. -:- CHICAGO 


Cable Address: Hermdevry 
New York (Established 1913) Hollywood 
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ESSO REPORTS FILM 
SUCCESS IN 1939 










* Again reporting widespread and successful 
application of films in its promotional activities. 
the Standard Oil Company of New Jersey, famil- 
iarly known as the Esso Marketers to the 
thousands of motorists served by its dealers in 
the East. brings the figures up to date in a recent 
issue of its lively company journal. The Esso 
Dealer reports: 

® The number of consumer showings of Esso 
Marketers motion pictures in the first six months 
of 1939 was double that of any previous 12- 
month period. 

From January | to June 30, News in the Air, 
Design for Power, Safari on Wheels, The Bigger 
They Come, Fair Days Ahead, Esso Baytown 
Cavalier, and The Magic of Oil, were shown 
6,058 times to an audience of 1,245,266 per- 
sons. This total is 400 per cent ahead of what 
it was in the best previous comparable period. 

The increase in the number of consumer show- 
ings is evidence that more and more Esso 
Dealers are becoming aware of the advantages 
of using motion pictures to promote their sta- 
tions. Sound films, for instance, make both 
an auditory and a visual appeal to the mem- 
bers of an audience, an advantage offered by no 
other advertising medium. Then, too, movies 
hold the attention longer than any other type 
of advertisement. 

By staging a consumer showing, an Esso 
Dealer opens up two other channels for pro- 
moting his station. He can arrange product 
displays in the place where the film is shown, 
and he can make a short speech at the opening 
or closing of the program to convey any addi- 
tional sales message that he wishes to get 
across. Film showings are particularly valu- 
able for dealers who just have opened new 
stations or switched to the Esso Sign. 

Despite the increase in the number of show- 
ings sponsored by dealers, the possibilities of 
this form of promotion have not been explored 
fully. In addition to miscellaneous consumer 
groups, all civic, social, and business organi- 
zations are potential audiences for Esso Mar- 
keters films. So, too, are schools. 

The Esso Marketers have arranged various 
channels for the distribution of their films 
their own division organizations have projec- 
tion equipment and operators available, in some 
localities they have engaged an outside picture 
agency to stage film showings, and they have 
arranged with the Y.M.C.A. Motion Picture 
Bureau to lend their films to groups equipped 
with projection equipment. 

The mechanics of staging a consumer show- 
ing of Esso Marketers films are extremely 
simple. All a dealer has to do is tell his Esso 
representative that he wants to sponsor a show 
and discuss with him the films he wants to 
present. 

Esso films and the services of a skilled op- 
erator are furnished free to dealers who are 
able to stage showings for suitable groups. The 
dealer need incur no expense unless it is neces- 


(Please turn to Page 34) 





The 


Latest in 


m Portalle 
"Projection 


@ Constant improvement in DeVry’s 

complete line of 16mm _ sound and 
silent projectors is based on the exacting 
requirements of business and educational 
users and the unceasing efforts of the 
DeVry engineering laboratory. From these 
have come the new DeVry “Interpreter” 
and many other outstanding models. A 
complete line, ranging from the DeVry 
16mm “Arc” for large audience screenings 
to the precision-built DeVry silent models, 
has been designed to meet business and 
educational needs. 


The DeVRY Almost Human 
“INTERPRETER” 
16mm Motion Picture 
Sound Projector 
This projector incorporates EX- 
CLUSIVE DeVRY features that 
assure NON-STOP PERFOR- 
MANCE: 1—Automatic Loop Ad- 
juster; 2—Dual Exciter Lamps; 
3—Synchromatic Threading. 








LOW 
IN 
PRICE 
PLUS .. . Dual Sound Stabilizer, for unsurpassed 
Sound and FILM-GLIDE Mechanism that Prolong 
Film Life. All These Features AT NO EXTRA COST. 


ALL DeVRY PROJECTORS HAVE 
BUILT-IN PROVISIONS FOR: 


(1) Microphone; (2) Phonograph; (3) Addi 
tional Speakers; (4) Centralized room speaker 
system; (5) Sound or Silent films. 


DeVRY POLICY OF SERVICE 
1. ECONOMY COUNSEL .. . Your film problems 


analyzed by men who know. 

2. DISTRIBUTION HELPS .. . Efficient facilities 
so that your films reach the right audiences. 

3. LABORATORY AND SCENARIO SERVICE... 
Availability of producers best suited for your 
picture. Ideas, stories, conceived and written. 

4. PROJECTOR SERVICE DeVry Projector 
instruction and service facilities in key cities 
throughout the U. S. 


WRITE FOR 
FREE BOOKLET 

GLORIFY YOUR PRODUCT... 
A valuable booklet on industrial 
films. Reveals how aggressive busi- 
ness firms are definitely increasing 
their sales through the medium of 
talking motion pictures. FREE for 
the asking. 
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‘Sell Paodiveds to Cons : 
ring SALES te Sponsors! 


GET APPLAUSE EVERY WHERE 


* At Your Dealer Meetings 

* Before Association Groups 
* At Clubs, Lodges & Schools 
*in the Dealer's Own Store 
* In Entertainment Theatres 











IT TAKES SHOWMANSHIP— 
PRODUCTION FACILITIES— 
SKILLED PERSONNEL... . 


To Please 
Audiences Like This 


for 
AG SUCCESSFUL YEARS! 


f: aa" 
* Let Us Present x 





Your Film Opportunities — 
A Personalized Study 
Sent Without Obligation 











Phone or Write: 
a 4) 





Burton Holmes 
~ Films, Ine. 


PRODUCERS + DISTRIBUTORS 


LABORATORY SERVICE 
7510 North Ashland Avenue 


Chicago, Illinois 


Telephone ROCers Park 5056 
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FILM STRIPS USED for EDUCATIONAL EXHIBITS 


Picturol Library Offers Economical Distribution Plan 


® RECENT CORRESPONDENCE from an Eastern 
textile manufacturer brought up the question of 
modernizing “educational” libraries of lantern- 
slides and picture collections sent out for ex- 
hibits and to schools. Cost of transporting bulky 
slides, breakage, and the need for wider distribu- 
tion are problems to be met. 

One important phase of this subject is that of 

school distribution. Not only textile concerns 
but insurance companies, cereal manufacturers 
and other industries offer these educational ex- 
hibits. To these firms we suggest the modernized 
filmstrip technique. 
* There is a constant demand from schools for 
educational and informational picture material. 
Many schools cannot afford to purchase all the 
visual material they need and are glad to re- 
ceive and use filmslides containing advertis- 
ing material if it is made available to them 
free of charge. School children are daily studying 
many subjects which are made much more inter- 
esting and easily learned if supplemented by 
pictures of the actual manufacturing processes, 
for instance, especially those in which chemistry 
plays an important part. Visual material on 
health, economics, food and diet, agriculture, 
etc., is also very much in demand. 

The school child of today acts as a purchaser 
for his mother and will be your customer of to- 
morrow. In the schools of the United States 
there are twenty million pupils old enough to 
appreciate your product, approximately five 
million of these being of high school age. When- 
ever pictures are shown in schools there is an 
appreciable percentage of adults viewing them 
including the teachers, principals and superin- 
tendents, as well as parent-teacher groups. 

S. V. E. Picrurois 

* The surest way of getting your product be- 
fore these educational groups is through a 
projected picture, and a very inexpensive way 
of securing illuminated pictures is by means 
of picturOLS (filmslides). PICTUROLS are pro- 
duced by the Society for Visual Education, Inc., 
and consist of a series of pictures, charts, or 
titles arranged in sequence on short strips of 
non-inflammable 35 mm motion picture film. 
Any number of frames or pictures may be made 
in one roll but for educational purposes 35 
to 50 pictures are most desirable because that 
number of pictures will usually illustrate any 
lesson and the showing of them will come 
within the classroom period. 

PICTUROLS may be made from hand-lettered 
or printed title cards, drawings, charts or photo- 
graphs of various sizes. If preferred, all of 
the information can be put on the filmslide 
itself, but as a rule the pictures in the film are 
merely numbered in the lower lefthand corner 
and a printed manual is supplied for the infor- 
mation of the teacher. Photographs used in 
the production of a PICTUROL strip are not 
injured in any way and retouched photographs 
may be furnished. 

SpeciaL Scnoo. DistripuTion SERVICE 
* A special distribution service is maintained 
by the Society in connection with picTUROLS. A 
manufacturer or association is asked to supply 


selected pictures in a number necessary to vis- 
ualize their story together with the necessary 
supplementary text matter. It is, of course, re- 
quired that the picture and story be educational 
in nature. There is no objection to the use of 
trademarks or other advertising in the material 
or content. The manufacturer is asked to donate 
one print of the filmstrip to each school, church, 
Y.M.C.A. or other organization entitled to such 
service under the conditions covered below: 

The Society maintains a carefully culled list 
of educational institutions whose heads have 
signed forms agreeing to use free commercial 
films in their daily teaching, the same as they 
use the films purchased outright for their 
permanent library. The Society agrees to pro- 
duce the negative and positive prints of such 
special filmslides, promptly upon receipt of 
the original material. They also agree to do 
all necessary clerical work, packing, mailing 
and service in connection with the distribu- 
tion of special films. At the end of each month 
the Society will bill the industry making 
these free films available to the schools for 
the actual number of copies delivered dur- 
ing that month. If required by the industry, 
the Society will furnish a Post Office affidavit 
of mailing with each invoice. 

The films delivered under this plan remain 
the property of the schools, to be shown to 
each succeeding class and such sponsored films 
are furnished absolutely free to the school. 

Cost OF SERVICE 

* The only charge to the industry is a flat rate 
of $1.00 for each filmstrip not exceeding 50 
frames in length delivered to a school. The 
Society will guarantee an immediate distribu- 
tion of 13,092 films, or it will accept a mini- 
mum distribution of 1,000 prints. If preferred 
by the industry, the Society agrees to bill the 
industry at the rate of 100 films per month per 
1,000 rolls contracted for. 





PICTORIAL CREDITS 


Business Screen is indebted to the follow- 
ing organizations for pictures appearing 
in this current issue. 

PAGE 11 (Table scene) Burton Holmes, 
Fiims, Incorporated. 

PaGE 12 (Top, right) Best Foods, Inc.; 
(lower, left) Frosted Foods Sales 
Corporation. 

PaGE 13 (Northwestern Yeast sequence) 
Chicago Film Laboratory, Inc.; (Libby, 
McNeill & Libby) Chicago Film Lab- 
oratory, Inc.; (H. J. Heinz) Audio 
Productions, Ine. 

PAGE 13 (General Foods slidefilm) The 
Jam Handy Picture Service. 

PaGeE 14 (National Dairy Products) 
Atlas Educational Film Co.; (National 
Dairy Council) Burton Holmes Films, 
Inc.; (Milk Industry Foundation) 
Vocafilm, Ine. 

PaGE 15 (American Can Company) 
Caravel Films, Inc.; (A & P Coffee 
Service) William Burton Larsen. 

PAGE 16 (Loose-Wiles Bis. Co.) Voca- 
film, Ine.; (National Biscuit Co.) 
Caravel Films, Inc. 

Pace 20 (United Fruit Co.) West Coast 
Sound Studios (NY); (Pan-American- 
Bananas) William Burton Larsen; 
(Hawaiian Sugar sequence) Dowling 
& Brownell, Hollywood. 
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© THE IMPORTANT ROLE played by 
the-engineering laboratoriesof prin- 
cipal manufacturers of sight and 
sound reproduction equipment for 
the film industry will be the sub- 
ject of a new series of articles to 
be inaugurated by this department 
soon. Other major editorial devel- 
opments include a 1940 series on 
Color for the Commercial Film. 


New SVE Projector 
* On the market for the 1940 sea- 
son is Model DD, latest projector 
addition in the popular Tri-Purpose 
line manufactured by the society 
FOR VISUAL EDUCATION, INC. The 
only 150-watt projector available, 
this machine has everything the 
projectionist has wanted for show- 
ing 2” x 2” Kodachrome or Du- 
faycolor slides and 35 mm. film 
strips, 
frame. 
The Model DD includes the fol- 
lowing advanced features: (1) New 
semi-automatic slide changer. Op- 
erated entirely from the top, this 
important 


either frame or double 


makes 
changing slides a simple detail. 
Slides are inserted at the front one 


improvement 


at a time and are pushed down into 
position by means of a triangular 
When the 


next slide is inserted, the one just 


shaped center control. 


shown comes up in position ready 


for the operator to remove and 
insert the succeeding slide. 

(2) An anastigmat objective lens 
equipped as standard, for greater 
brilliance, true color projection and 
sharper screen images — sharp to 
the very edge. 


(3) New 


control. 


positive film movement 
By setting this lever for 
single or double frame pictures, the 
film is moved down one complete 
frame with each turn of the knob. 
(The knob have to be 
turned twice for double frame pic- 
tures. } 

(4) Micrometer side adjustment 
for centering pictures which might 


does not 
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be off center on the filmstrip. 
(5) S.V.E. Take-Up for 


convenience and protection of film. 


Rewind 


This patented device rewinds the 
film as it is being shown and in- 
serts it into a can in proper se- 
quence for the next showing. 

(6) Combination aperture masks 
for changing quickly from single 
to double frame pictures or vice 
versa. 

(7) 150-watt lamp for brighter pic- 
tures. 

(8) Simple elevating lever. Conve- 
niently located at the side for easy 
raising or lowering of the projector. 
(9) Hinged lamp house for easy 
access to lamp. 

(10) Heat absorbing filter. To 
protect the film, all S.V.E. projec 
tors have this essential feature 
which minimizes heat at the aper- 
ture, yet permits maximum trans- 
mission of light. 

(11) Handsome carrying case. Fin- 
ished in black shark leatherette and 
lined with green chamoisette. 


Selectroslide Junior 
® SPINDLER AND SAUPPE, 
manufacturers of the 
trolled SELECTROSLIDE, automatic 
slide projection equipment, are now 
working on a model known as the 
SELECTROSLIDE JUNIOR. 


INC., 
remote-con 


This amazingly useful new equip- 
ment has been designed to answer 
the demand for a Selectroslide of 
smaller capacity and low cost for 
display purposes primarily. In this 
model, the projector and the 
mechanism are housed in a single 
unit, both compact in size, and light 
in weight. The slide changer. or 
drum, holds sixteen 2” x 2” glass 
slides which are easily and quickly 
inserted or removed. Any specific 
slide may immediately be referred 
to if required by simply turning the 
drum by hand. 

The mechanism has been de 
signed with an eye to the utmost in 


dependability and while it will be 


operated by a 


110-volt 60° cycle 
A. C. Motor, as regular equipment. 
a Universal Motor for use on both 
A. C. and BD. C. 
without additional cost on special 
order. The Junior Selectroslide dif- 
fers also from the Standard model 


will be supplied 


in being used by automatic control 
only and fills the demand for in- 
expensive means of projecting color 
or black and white 2” x 2” slides 
as is part of window or factory dis- 
plays. product demonstrations and 
the like. Address Spindler and 
Sauppe. Third St.. San 


Francisco, for further information. 


Inc.. 86 





Vew Bell ¢ 


Howell film storage cases 


Reiuv _ “~-- 
ejuvenation 

* Requests for industrial 
film subjects by worth- 
while audience groups 
can sometimes be filled 
with old prints taken 
off the storage shelf and 
re-edited at little 
MICHAEL FREEDMAN, 
American Recono execu 
tive. 


cost. 


Recono’s 
exclusive rejuvenation 
process in 


suggests 


such 
Scratches and other 
marks of wear. as well 
as brittle condition, are 
completely solved thru 


R 
,econo s 


cases. 


rejuvenation’ 
process. Add “ess Recono 


+ * * 


PROJECTOR PARTS 
trom a precision built 16 mm 
Impro projector setup shor 
wg the intricate mechanism 





at 245 West 55th Street. New York 


City. or write Business Screen’s 


Service Bureau in Chicago for 


further information. 


Projecting Color 

* A new type of carbon, said to 
produce illumination much higher 
in red ray content than heretofore 
available in are lamp projection, is 
announced by BELL & HOWELL, and 
is said to be of major importance 
in the 


projection of 16 mm. 
Kodachrome film. 
All Kodachrome film is espe 


cially corrected for projection with 
light, 
in red content, and when this film 


incandescent which is high 
is screened with are lamp illumina 


tion. which is deficient in red. there 


is a slight coldness of color. With 
the introduction of the new type 
carbon. this deficiency has been 


overcome, says Bell & Howell, and 
the colors in Kodachrome will 
warmth and 
Projection of black 
and white film remains unchanged. 


screen in their true 


tonal values. 
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Newmade l6mm Equipment SOLVING YOUR PROBLEMS WITH SLIDEFILMS 


MMT MAMAN MUAHHH TUT 





In our first Bulletin we listed sixteen ways to use Sound-Slide Films. We 
continue with Part 2. Many letters and comments have been received 
about the first list. Helpful suggestions and additional applications are 
the result. We welcome them—let’s make this list as complete as possible 
for your own use as well as for others. Perhaps in the following list you 
will find some additional ideas and ways that Sound-Slide Films can 
profitably be applied in your business. 






for the BUSINESS FILM USER 


Specially designed equipment for the business film user based on our 24 
years’ experience supplying the motion picture industry. 


Everything needed for:— 
FILING EDITING HANDLING SHIPPING STORING CLEANING 






































FILE YOUR FILMS By R. M. MeFarland - sos yr nosh Rataceasp noncp oa 

i . den and drastic changes many times 
+ i ane, Ray them pane 17. MUST YOU SELL SEVERAL act as a boomerang and kill almost \ 
becoming brittle, dried PEOPLE IN ONE ORGANIZA- overnight the millions spent building i 

- un tale TION?—Most salesmen are finding good-will among your employees, 

jpeenes and preserve them! that selling but one person in an or- jobbers, dealers and even the con- 

Bee | oobi INSTANT SELECTION ganization is a dangerous practice sumer. Several users of Sound-Slide 

PERMANENT foday the top salesman is insuring Films have very cleverly capitalized 

PROTECTION his orders by selling as many people upon these changes in such a way 

aade ALL STEEL DUSTPROOF as possible in the organization on as to build rather than destroy good- 

aesee INDEXED FIREPROOF his product and its merits. With will. They have placed their prob- 

TAMPERPROOF Sound-Slide Films you can tell the lems squarely on the table .. . the 

HUMIDIFIED MM-55 same convincing Story to the whole thinking and reasons behind the 

guscseces® em, Jer hove 5 A. a a organization at one time whether it move and what it means to every- 

can provide the cabinet. erect in place by curved, numbers ten or a hundred or mort one involved. On several occasions 

heavy, wire rod separators; in- In fact it is practically impossible to the changes were never made... the 

po du 9 - oom. — - show a Sound-Slide Film to one man Sound-Slide scenario with the pro 

asenewe® locking devices end bey ‘rock. in an organization. The experience and con facts proved the fallacy ol 


of thousands of salesmen has shown the 
that the original audience is usually os 
augmented several times during the 21. GROUP SELLING —There are 
presentation. several sectors of the American pub 

lic who assemble for other purposes 


18. SPOTLIGHTING YOUR but are willing to submit to 


moves. Try it... 


§ SAFE MODEL 


Holds 50 reels each in separate 
double wall compartment of heavy 
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com- 
gauge steel; safety air chamber PRODUCT OR PRODUCTS IN mercial Sound-Slide Film presenta- 
surrounds each film: individual REWIND AND SPLICER ASSEMBLY THE PURCHASING AGENT'S tions. Among these are various 
door, handle, index card. Large Complete editing and repair assembly mounted on ca P "ey made “ nant . mie ¢ 
steel outer cabinet has reinforced weighted, white porcelain panel, 40 in. by 13 in.; two MIND } \ — ‘emg “A -* a types ot clubs . . . both men’s and 
door, 3-point locking device and geared end rewinders for any size reels, counter bal- cently among A.s brought to women’s . . . schools, colleges, uni- 
key lock, ye finish . ey oe, full oP Samer Griswold pours or light some very interesting infor- versities, labor unions, fraternal so- 
green enamel, Daked-on; polishe silent splicer; cemen older an applicator. ati firet: » » >. P , . » 
chrome handles, hinges, etc Complete $35.00 mation. Fir t: A P.A. seldom re- cieties, pay roll groups, church 
Hf desired RW-l Geared Re- fers to his voluminous films of groups, etc. Small town shows in 
TR ah gy and SEND FOR CATALOGUE winders. Set, $12 catalogs and printed matter as most empty storerooms on_ Saturday 
partments may be left HM-6 Griswold 8 or ot this material is obsolete .. . nights, windows in retail establish- 
out providing conve- Neumade Pwd: ucts 16 mm SPLICER that’s why he writes each time for in- ments, police stations, fire stations, 
nient shelf surfaces geaund or silent), } ati and stations. S id: . on ay > Fi 
for film equipment. formation and quota ic ns. oecond: street corners, during the lunch hour 7 
i 129 W. 42nd St. New York City He has several helpful “bibles” for in factories and other business estab- i 
reference. However his most m- lishments, fairs, and a host of other H 
portant reference is the Salesmen’s places where groups gather. The re- 
Calling Card File in the right-hand sults achieved from this kind of cir- i 


drawer. The salesmen who impress culation 
him the most are in that file. Sound- 


Slide Films have placed many sales- 22, AS A DOOR OPENER— 


y ee ° ae ett3 3 Millions of dollars i ime and 
GENERAL FILM COMPANY men's cards in that all-important soney has been spent by executives, 


Ss 


are often astonishing. 


agencies and service organizations 


19. EXPORT SELLING—Sound- attempting to solve this all-import- 

of Hollywood Slide Films have proven powerful ant phase of selling. It is seldom 

“ ’ adjuncts in export selling for — that a Sound-Slide Film fails to 

Dee ee : re manufacturers. The overseas buyer gain an interview for a salesman 
takes pleasure Zn ANNOUNCING or prospect can’t visit your factory. It's new... unique ... time saving 
It's almost impossible for him to go ... interesting . entertaining... 

that around the corner to see someone in fact a good solid interview lasting 


who is using your product. In many sometimes an hour or more 


h | | cases your product may be so far follows 
( > | beyond the oats experience that 
aries ° G ett it's impossible for him to visualiz« 23. POLITICAL CAMPAIGNS— 


usually 


it. a ingenuity and strategy of During the past few years an in- 

formerly | a high order is demanded of most creasing number of candidates for 

. - overseas salesmen. It presents a office have profitably sponsored 

V7 ° Pr “4 ] perfect opportunity for Sound-Slide Sound-Slide Films for showings be- 
2Cé€ reszdent of Films both in English and foreign fore clubs, organizations and other 

. languages to put across your pro interested groups in sections of their 


7 . volitical territories where it is im- 
Audio Productions, Inc. ducts. Saami te ake 2. perce caumek 
has been Aap pointed 


20. ANNOUNCING CHANGES ance. They find that this medium 
Executive Vice President 


The new Model DD,SVE Tri-Purpose Projector announced on Page 27 of this issue 


of our New York subsidiary 


GENERAL FILM INDUSTRIES 


INCORPORATED 


Rockefeller Plaza Equitable Bldg. 
New York " Hollywood 
Associated companies 
General Film Finance Ltd., London 
Cartoon Films, Ltd., Hollywood 
Crime Club Productions, Inc. Hollywood 
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Jewel Tea 
learn via sound slidefilms 


Company salesmen 


permits them to outline their plat- 
jorms, policies, accomplishments, 
etc., effectively and convincingly. 


24. SPECIAL INDIRECT SELL- 
ING CAMPAIGNS—I nsuranc¢ 
companies, medical societies, coun 
cils, associations, and other organi 
zations campaigning for Health, Hy 
giene, Fire Prevention, Safety, Acci- 
dent Prevention, Better Vision, Bet 
ter Lighting, Home Modernization. 
Travel, Recreation, Prevention of 
Cruelty to humans and animals, etc 

and others against Government 
Interference, Taxation, unfair prac 
tices, and policies, slums, false rum- 
ors, etc., are using Sound-Slide Films 
before clubs, lodges, organizations, 
church groups, schools, and_ their 
own organizations 


25. TRAINING EMPLOYEES 
FOR SPECIAL SERVICES—Air- 
line hostesses, railway employees, 
hotel and restaurant waiters, bell- 
hops, taxi drivers, collectors, in fact 
wherever there is a group in the em- 
ploy of your company whose duties 
are approximately the same in all 
parts of the country, Sound-Slide 
Films have proven the most eco 
nomical and effective means of train- 
ing them. 


26. OFFICE SYSTEMS AND 
FORMS—Most large organizations 
have never been able to train their 
employees and representatives to 
correctly use their various office and 
business forms. Also branch office 
systems are generally changed to 
meet the ideas and opinions of in- 
dividuals who have no conception of 
the confusion, mistakes, costly cor- 
respondence, time and expense even 
the slightest deviation from standard 
practices costs the home office. 
Sound-Slide Films are being used to 
correct these situations with excel 
lent results 


27. SALES POLICIES — During 
the past decade the sales policies of 
almost every company have been 
changed materially. Now, with the 
various Fair Trade Laws, unfair 
competition, hand to mouth buying, 
and other trends, both the salesman 
and manufacturer are continually on 
the spot. Several manufacturers are 
enlightening their sales forces, job- 
bers and dealers with a clear-cut 
statement of their sales policies and 
the reasons behind these policies 
through the medium of Sound-Slide 
Films with a large measure of suc- 


cess. 


28. TRAINING CONSUMERS 
HOW TO USE, OPERATE OR 
CARE FOR YOUR PRODUCT— 
This is one of the main sources of 
grief for both the manufacturer and 
vebniine who sell products which re- 
quire extensive and somewhat com- 
plicated direction booklets or manu 
als. Sound-Slide Films have become 
a helpful auxiliary aid to explain to 
the user (most of whom ignore the 
direction sheet) with words and pic 
tures the various points about the 
care, use and operation of products. 
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Think what it would mean to your 
selling costs via savings on returned 
merchandise, service calls, dissatis- 
fed customers, corespondence, etc. 

if every purc haser of your merchan- 
dise would be shown as part of the 
purchase a Sound-Slide Direction or 
Explanation Film that would answer 
all of his questions regarding the 
use, Operation and care of your pro 
duct at the time the sale is made. 


29. MARKET RESEARCH WORK 

Sound-Slhide Films are being used 
more and more in all types of re 
search work. Determining consum- 
er acceptance, value of product 
changes, market possibilities of new 
products, determining what patterns 
or styles will sell best in your new 
line, etc. Most research workers ar¢ 
handicapped in their work of obtain 
ing the information required becaus« 
of the human element factor—the in 
ability of the interviewer to make 
his questions clear—the lack of in 
terest on the part of those inter- 
viewed because they cannot visualize 
the problem or article and its op- 
eration or uses. Try the Sound-Slide 
Film method on your next important 
research job. You’ll be agreebly sur 
prised how much the medium will 
increase the efficiency and the re 
sults of your survey. 


30. FUND RAISING CAM- 
PAIGNS—Community, charity or- 
vanizations, churches, public institu 
tions,. colleges, associations, in fact 
any group or agency interested in 
raising funds will find the Sound 
Slide Film their greatest sales aid 
Most funds are raised by volunteer 
solicitors who have little or no con 
ception of the need, use or adminis 
tration of the moneys collected 
Misrepresentation and unfair advan- 
tages taken by solicitors are almost 
entirely eliminated when your entire 
story and appeal is made with 
Sound - Slide Films. Expensive 
travel, literature, correspondence, 
paid help, and controversies are 
minimized. 


31. CONVENTION AND EXPO- 
SITION MEDIUM—Here is a place 
where the competition for the pros 
pects’ attention is keen and your 
story must be told dramatically, con 
cisely and in such an interesting 
manner that it will compel and hold 
attention. Sound-Slide Films _ will 
do exactly that and in addition free 
the sales presentation from the limi- 
tations of an exhibit booth—show 
ing manufacturing processes, instal 
lations, uses, testimonials, the com 
plete line, etc. Also the story is told 
each time completely and with the 
same enthusiasm allowing the at 
tendents to conserve their energy 
and time for the more important 
work of closing the sale. 


32. STATE, COUNTY AND MU- 
NICIPAL AUTHORITIES — One 
of the most needed yet most neg- 
lected jobs is that of acquainting 
Mr. John Q. Public with: 

(a) How his tax money is spent 

(b) The use of the various facili 
ties at his disposal such as 
public parks, museums, play 
grounds, recreational facili- 
ties, the schools, etc. 

(c) His responsibility with regard 
to public safety—traffic rules, 
accident prevention, fire haz 
ard elimination, police and 
fire protection, garbage collec- 
tion, and other sanitation 
problems, slum clearance, 
beautifying the city, etc. 

(d) The City Code and Laws. 

(e) Future plans and objectives 

(f) Work. of Board of Health; its 
clinics and facilities. 

(eg) Training police, firemen, 
building inspectors, garbag« 
collectors and public servants 


SLIDEFILM 
PROJECTORS 


THE STANDARD AMONG 
INDUSTRIAL FILM USERS 


For More Than 15 Years 


Built upon time proved principles, S. V. E. 
Slide Film Projectors can be relied upon to pre- 
sent your films always at their best. The de- 
pendability of S. V. E. equipment is not a matter 
of conjecture. It has been demonstrated by 
100,000 Projectors in the service of leading film 
users over a period of more than 15 years. 
Specify S. V. E. equipment for your slide films. 
S. V. E. Projectors are standard equipment in 
all leading sound slide film units. 


Write for “How To Show It! 


Send today for descriptive literature on SVE Slidefilm 
Projectors and the many ways in which they are being 
used in industry. Also ask for name of nearest dealer. 


SOCIETY 


100 €AST OHIO STREET 


CHICAGO - ILLINO! 









FOR VISUAL EDUCATION. INC. 


$s 
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Here, since 1929 when talk first came 
into the picture business, Dowling and 


HERE THE 
REAL CLASS 
INDUSTRIALS 


HOLLYWOOD 
ARE MADE 


OF 


Brownell have been specializing 
industrial productions. 


Here, the industrial client has exactly 
the same facilities used for big produc- 
tions currently being made for Para- 
mount, United Artists, R.K.O. and other 


major distributors. 


And here, despite the superior factors 
of physical equipment and high tech- 
nical skill, the comparative, reasonable 
cost of industrial productions — made 
well by men who know how — will sur- 


prise you. 


Hollywood, California 


DOWLING and BROWNELL 


6625 Romaine Street 2 
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Personalities in the News 








* Among the 
film industry news of the period 
was WILLIAM B. FRENCH. 
ment of his appointment to the staff 
of the Chicago Film Laboratory as 
account executive came last month. 
* BARBARA HOLMES, formerly staff 
scenarist on the Lone Ranger and 
Hornet air shows and re- 
cently on the staff of the M. P. P. 
D. A., has joined EMERSON YORKE, 
independent shorts producer as sec- 


personalities in the 


Announce- 


Green 


retary and script assistant. 


Joins General Film 


* CHARLES L. GLETT, formerly Vice 
President in charge of Production 
for Audio Productions, Inc.,_ re- 
signed from that company on De- 
1939, and has joined 
General Film Industries, Inc., the 
New York subsidiary of the General 
Film Company of 
Executive Vice President. 

Mr. Glett 


Films a broad motion picture ex- 


cember 1, 


Hollywood, as 


brings to General 


perience, which includes every 
known type of screen presentation 
from cartoon animation to the mak 
ing of feature pictures. 
General Film Company, headed 
by Lawrence W. Fox, Jr.. 
engaged in the production of the- 
atrical features in Hollywood for 
several of the major companies. In 
creating an industrial division as 
part of its theatrical 
Films makes 
its clients the 


is actively 


operations. 
General available to 
companys experi- 
enced staff now engaged in feature 
production. 

General Film’s New York Office 
will also 


represent an associated 


Hollywood company, Cartoon 


Films, Ltd., 


gaged in the production of Techni- 


which is currently en- 


color Cartoons for such companies 
as Kellogg’s Rice Krispies, Shell 
Oil, Kraft Phenix Cheese and Rinso 
Soap. 

New York offices have been estab- 
lished 30 Rockefeller Plaza, to 
offer a complete service for the pro- 
either in New 


West or Holly- 


duction of pictures 
York. the Middle 


wood. 


Jam Handy Appointments 


* In three recent additions to the 
Jam Handy Organization, Detroit. 
GEORGE CARILLON, formerly 
the General Electric Company, was 
named contact man on food mer- 
JACK R. BELL of the 
Flint Journal has joined the writing 
staff; and STANLEY W. WILLIAMSON 
has been transferred from New 
York to Detroit as assistant head of 
retail training. 


with 


chandising: 


Bell & Howell 
Appoints 
Phillip Hooker 


* 





A. 


* PHILIP HOOKER has been ap- 
pointed Manager of the Dealer Ser- 
vice Division of Bell & Howell. A 
graduate of Northwestern Univer- 
sity, Mr. Hooker joined the staff 
of the Bell & Howell Company six 
years ago, leaving the Packard 
Motor Car Company to enter the 
motion picture equipment field. Mr. 
Hooker served as the B&H District 
Manager for Pennsylvania for two 
years, and subsequently returned to 
the main office to handle dealer ac- 
tivities in the Chicago area. 

MR. 0. N. WILTON, Assistant Sales 
Manager. charge of 
all Bell & Howell export business, 
and, with Mr. J. H. BOOTH, General 
Sales Manager, as general super- 
visor of all B&H sales activities and 
dealer relations. 


continues in 


* J. LAWRENCE GOODNOW has been 
appointed Manager of the Personal 
Equipment Division of the Bell & 
Howell. After graduating from the 
University of Chicago, Mr. Good- 
now accepted special military duty, 
serving as Lieutenant of Field Ar- 
tillery at Fort Sill, Oklahoma. Leav- 
ing the army for civilian life, Mr. 
Goodnow joined Bell & Howell two 
years ago as Assistant Manager of 
the Personal Equipment Division. 
To his new responsibility Mr. Good- 
now brings the well-known army 
training in attention to detail, thor- 
oughness, and efficient routine. 


Carl Schreyer 
New Manager 
for B & H 


in South 


* 





* A third personnel announcement 
from Bell & Howell concerns CARL 
SCHREYER who now 
trict Manager for the Southeastern 
part of the U. S. 
years with the Bell & Howell Com- 
pany Mr. Schreyer has been succes- 
sively in the Industrial and Educa- 
tional Divisions, the B&H New York 
branch office, and the Personal 
Equipment Division, of which he 
was Manager at the time of his 
new appointment. 


becomes Dis- 


During his five 
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Letters and Comment from 


Business Screen’s readers 





Contributions to this department are 


address Film Forum, Business Screen 


(Continued from Page 8) 
sponsor depends upon the listener 
hearing his message over and over 
again, until it finally takes root. In 
that way, a popular program be- 
comes a good advertising medium. 

The same is NOT true of motion- 
pictures. In nine cases out of ten, 
a motion-picture is a single, highly- 
concentrated message, so designed 
that it gets its story across effec- 


tively by being seen once—and once 


only. If it is so constructed that 
you can readily cross out the name 
“Jones” and insert the name 
“Smith” then the probability is 


that you will not have a good ve- 
hicle for either Smith or Jones, re- 
gardless of how attractive and en- 
tertaining your film might be. I’m 
all for making commercial movies 
as pleasurable an experience for 
but the 
specific selling message of the spon- 


the spectator as possible 


sor is the most important ingre- 
dient. Dilute that to the point 
where it fails to make the necessary 
impression on your audience and 
your film can be more profitably 
converted into mandolin picks. 

To get back to my friend on the 
telephone, I found his outline in 
my file and promised to return it. 
First, however, I re-read it. I then 
realized, much more than before 
why it had left us rather cold. It 
was a pleasing enough idea, with 
enough pictorial and action possi- 
bilities to make a good film—but it 
could have been made by any one 
of twelve different manufacturers 
simply by changing the name on the 
package. Mind you, I’m not say- 
ing that it’s not possible to adapt 
one idea to the needs of twelve dif- 
ferent organizations and do a good 
job for each, but in that case the 
adaptation is much more important 
to the prospective client than the 
idea itself, the adaptation 
should be emphasized in the outline. 


and 


formula to 
enable a user of motion-pictures to 


There is as yet no 


determine just what should be the 
mixture of 
and selling. 


entertainment 
(And maybe those of 
us who get paid for working out 


proper 


the prescription in each case should 
be thankful!) But one thing is cer- 
tain. You've got to put in enough 
Selling to sell; otherwise the spec- 
tator may be entertained in royal 
fashion—but he won't buy. And 
“buyers” are essential to the fu- 
ture of commercial motion-pictures. 


—RALPH SCHOOLMAN 
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Magazine, 20 N. 


welcomed by the Editors. Simply 


Wacker, Chicago. 


® AN EXECUTIVE of one of America’s 
leading corporations was discussing 
industrial movies the other day and 
he remarked: “You know it is a re- 
markable thing that everywhere | 
go around the United States some- 
one has mentioned seeing our pic- 
ture. I have had this experience 
not only in the large cities but for 
instance when talking recently to a 
customer in a small town in one of 
the eastern states.” 

Then the executive brought out a 
point which indicates a heavy score 
for the effectiveness of the motion 
picture when he said that it was 
also a remarkable thing that in all 
of his travels he had still to have 
someone mention to him that they 
had seen or 
booklet. 

“Many thousands of copies of the 
attractive booklet issued at 
the same time that our mo- 


read the company’s 


were 
about 
said. 
“The book was also a beautiful job 


tion picture was made,” he 


and told a similar story to that 
which was covered in the film, but 
apparently it didn’t register like the 
film.” 

He was especially impressed with 
the fact that invariably people re- 
membered the name of their com- 
pany in connection with the motion 
picture. 

It seemed to this executive that it 
was vivid proof of the power of a 
motion picture in causing a lasting 
impression, registering the story in 
such a way that people remembered 
it was not merely a picture about 
operations in that certain industry 
in general, but that it was “their” 
particular product which was being 
displayed. 

This executive brought out an- 
fact about his 
company s experience in exhibiting 


other interesting 
their motion picture. In two years’ 
had made 
strictly by their own company per- 


showings which been 
sonnel and that of their own asso- 
total of 


800,000 people had seen the film. 


ciate representatives, a 
His breakdown of showings was 


interesiing, throwing considerable 
light on the subject of how many 
people can be covered with an indi- 
vidual copy of a film. To cover the 
showings to date with the number 
of copies available meant that the 
average audience had consisted of 
fifty people and that each copy of 
the film had been run approxi- 
mately 225 times. 


PAT DOWLING 

















ALWAYS FIRST to 


ACHIEVE THESE MAJOR 
16MM ADVANCEMENTS 


M oper 40C, designed particularly for industrial 
and 


easiest portability, finest sound and picture clarity, 


sales work, combines the greatest economy, 


and trouble-free operation ever produced in 16MM 
Sound Motion Picture Equipment. 

This one projector serves both conference table or 
large auditorium requirements—as well as both Silent 
and Sound Films. And only VICTOR has absolute 
Film-Protection, and many other advanced features. 

Model 40C complete, ready to operate priced at 
$275.00. Write today for the new VICTOR Catalog 


and latest business applications. 


VICTOR 
ANIMATOGRAPH 
CORPORATION 


DEPT. 


DISTRIBUTORS 


IOWA 


WORLD 


E-1, DAVENPORT, 


THROUGHOUT THE 





MATCHED 
ATTACHMENTS 





TURNTABLE 
A Record Turntable to en- 
hance your sound or silent 
pictures with entertaining 
music either before, or 
during your show. Plug in 
arrangement. 


MICROPHONE 
A Public Address 
System by plugging 
in a microphone 
for announcements, 
lectures, outside 
entertainments, etc. 
Other VICTOR 
Matched Equipment in- 
cludes plug-ins of multiple 
speakers, amplifiers, radio 
and recording units. 




















FMERSON YORKE 


INCORPORATED 


PRODUCER of MOTION PICTURES 


Script to Screen 


@ INFORMATIVE @ THEATRICAL 


@ EDUCATIONAL @ INDUSTRIAL 


16mm 8mm 


Black & White 


35mm 


Color 


Professional 
PRODUCTION 


Guaranteed 
DISTRIBUTION 


245 West 55th St 
NEW YORK CITY 


Telephone 
Circle 6-3688 








PROJECTION SERVICE 












A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y. C. Lexington 2-9850 


points in upper N. Y.—N. J. and Conn 






Local operating 








BING CROSBY 


HERE'S THAT FRESH NOTE THAT WILL GIVE 
ADDED PUNCH TO YOUR SPONSORED PROGRAMS 


BING CROSBY , DONALD NOVIS 


Audiences thrill to the voice of 
this young Irish tenor, singing old- 
time favorite 
laugh-riot comedies. 


IN 16 mm. SOUND 


NOW you can bring the showmanship of the deluxe theatre 
screen into your own commercial showing with these sparkling 
short subjects. Announce them on your next program and 
watch the jump in attendance. Cartoons, musicals and novelties 


Singing the songs that made him 
famous, in two rollicking musical 
comedies with star-studded sup- 
porting casts. 


are also available. 


reel in length, l6mm. 
350 feet) 


ill subjects listed are one 
sound-on-film. Each reel (approximately 
is a complete subject. Price per ree 





ASSOCIATED FILM | ww. 
ENTERPRISES 


WRITE FOR FREE ILLUSTRATED CATALOGUE 


244 West 49th Street Dept. B 





PREVIEW PRINTS SENT ON REQUEST 
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SOURCES OF ENTERTAINING PROGRAM SUBJECTS 


TUTTLE LLL ULLAL ELLA LLL LLL LALLA LLL LLL LALLA LLL LLL 


First: If your interest is that of the exhibiting 
group, i.e., if you are secretary of your business 
club’s entertainment committee, program chair- 
man or advisor to church, school, lodge or other 
groups who customarily show films for the en- 
tertainment or education of members, also ad- 
dress the following organizations when setting 
up your film program: 


3uRTON Howmes Fitms, Inc. Free Loan Lt- 
BRARY, 7510 N. Ashland Ave., Chicago. 


offers series of sound motion pictures to rec- 
ognized organizations. 

30 Rockefeller Plaza, New 
Wrigley Building, Chicago; San 
Offers selected industrial film sub- 
jects to organizations and schools. Also ex- 
“short” 
silent on sale basis. 


CastLe Fixms, INc.., 
York City; 
Francisco. 
tensive subjects, either sound or 

Mopern TALkinG Picture Service, Inc, Execu- 
tive offices at 9 Rockefeller Plaza, New York 
City. 80 principal U. S. Cities. 
Offers feature attractions (such as 
the all-Technicolor Middleton Family at the 
New York World’s Fair) 


basis: also 


Licensees in 
first-run 


on a free-showing 

very extensive library 
of salesman training subjects on rental basis. 
Complete projection service by highly trained 
projectionists with equipment in- 
cluded. 

Motion Picrure Bureat 

New 


offers a 


modern 


. YMCA. 
York City: 


347 Madison 


Avenue. also 19 So. LaSalle 


Burton Hotmes FicMs, 


listing above.) 


slidefilm 


Major Bowes 


nomical rentals. 
trated catalogue. 


DONALD NOVIS 


features, 
“shorts.” 
subjects. 

GuUTLOHN, WALTER O., 
15th Street, New 
unusual 


songs in three 


reels. 


Street, New York. 


reels. 
Post Pictures Corp., 


educational 








Also offers series 


of color travelogues for sound 


“musical short” is 
top-ranking entertainment offer- 


Write for illus- 


Rental library includes full- 
Hollywood 
travelogues, educational 
Free catalogue offered. 
Inc. 35 West 
York. 
educational and 
taining short and feature-length 
Also special interest mate- 

rial for professional groups, etc. 
Nu-Art Fitm Co., 145 
Bulletins and 
catalog list hundreds of especial- 


723 Seventh 
N. Y. Specialist in informa- 


San Fran- 
via Express or 


St., Chicago and 351 Turk Street, 
cisco. Free films available 
Post to adult and school 
tensive catalog; also sound and silent fea- 
tures and “shorts” at economical rentals. 
Note: Free loan libraries and many sponsors 
offering films for free loan require only that 
groups pay transportation charges both ways. 
either parcel post or Express. 
RENTAL OR SALE LIBRARIES 
Secondly: If your point-of-view is that of the 
commercial sponsor offering films to the thou- 
sands of groups available for such showings. 
these rental and sale sources of entertaining sub- 
ject material offer added “box-office” material 
for such programs. Program chairmen will also 
find these sources convenient and economical. 


groups from ex- 


AssociATED FiLm ENTERPRISES, 244 W. 49th St.. 
New York. Offer stellar musical “shorts” 
featuring Bing Crosby and Donald Novis. 


Available on outright sale for as low as $17.50 
per sound reel. Good general material of top- 
rank entertainment value suitable for all 
types of showings or in combination with al- 
most any business film. 


Bett & Howett Company. 1801 Larchmont 
Ave., Chicago; New York; Hollywood; Lon- 
don. Filmosound Library contains thou- 


sands of sound and silent film subjects on 
economical rental basis. Write 
catalog to Dept. BS1-40. 


for extensive 





Inc. (See 


The Allied 


programs. Economical Non - Theatrical Film 
cost. Write for titles and rates. al 
COMMONWEALTH PicTuRES Corp.. Association 
729 Seventh Ave., New York. 


® ORGANIZED in 1939 by executives 


representing a group of some of 


ing: full-length features, com- the better known film library or- 
edies, travelogues on eco- ganizations, The Allied Non-Thea- 


trical Film Association set up as 


its program, the following points: 


Fitms, Inc., 330 W. 42nd St.. New ee + 
York; Chicago; Portland, Ore- set out first to meet the prob- 


lem of duping and print bootleg- 
ging as well as adverse legislation. 
Its constructive aims include the ob- 
taining of better releases and closer 


cooperation within the industry. 
Many 


First president is Bertram Wil- 
enter- 


loughby,. Ideal Pictures, chief exec. : 
Harry Kapit of the Walter O. Gut- 
lohn organization is first vice-presi- 
dent; William Nu-Art 


prexy is second vice-president; 


W. 45th Hedwig, 
Tom 


Brandon of Garrison Films, secre- 


ly suitable features and “shorts,” tary and Harry Post, Post Pictures, 
$1 7.50 including many informative and Inc.. treasurer. 


Extensive activity during the first 
year served to build a well-knit or- 


tive educational reels. also enter- ganization. Several new members 

taining shorts, travelogues, car- have heen recently added to the 
New York, N. Y. toons. Write for illustrated lit- founders group. 

erature. 
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@ Here Is THE First of a series of convenient 
review lists of available 
especially suitable for groups to whom commer- 
cial subjects are offered: 


MUSICAL SHORTS 
Mayor Bowes AMateur Hour—16 mm sound. 
Available from Commonwealth Pictures Corp.. 
729 Seventh Ave., New York City. 

Review Notes: This is a recent Hollywood 
first-run class variety show, including a typical 
Major Bowes broadcast with singers, dancers and 
other specialty acts. 
rentals. 

Binc Crospy—1l6 mm sound. 
Enterprises, 244 West 49th St.. 
sale at $17.50. 

Review Notes: Two different subjects available 
include Bing in the songs that made him famous. 
Donatp Novis 


Available on reasonable 


Associated Film 
N. Y. Outright 


16 mm sound. Also Associated 
Film Enterprises. Sold at $17.50. 

Review Notes: Three subjects to choose from: 
in all of them Donald Novis offers favorite song 
subjects. Rated excellent. 

TRAVEL 
SAHARA, 16 mm silent or sound, by Castle. Suit- 
able for Women’s clubs, Transportation clubs. 
Service clubs, Community 
Review Notes 


clubs or students. 
The home of the Foreign Le- 





Talking Picture 
Version of. 


P. T, Barnum’s 


‘ a 
( gs 





Sensation! 


“the DRUNKARD” | 


with James Murray, Bryant Wash- 
burn, Vera Steadman, Janet Chan- t 
dler, Pat O'Malley and a large cast. } 


HISS THE VILLAIN—CHEER THE HERO! 
FOR HOME PARTIES, CONVENTIONS 
AND SALES MEETINGS—IN 


16mm 


isive Distribution by 


: Robert Mint, - 


R. K. O. Building 


age 


New York City 











An ultra-modern 
hostelry in the 
heart of Chicago 
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non-theatrical films. 


BUSINESS SCREEN’S NEW FILM LIBRARY GUIDE 
Athacting Audiences La Your 
Business Show With Entertainment 


gion, caravans, wild riders, priests of the Islam 
and fakirs is pictured in a calm and whipped 
by a storm. 
WorksHops oF Op Mexico, 
sound, $27, or Rental, 
able for Women’s 
students. 

Review Notes—Mexicans at work on pottery. 
blankets, and leather goods. 


10 min., 16 mm 
$1.50, by Gutlohn. Suit- 
clubs, Service clubs or 


Wasuincton, D. C.—the nation’s capital. 16 
mm, silent or sound, by Castle. Suitable for 
elementary, high school or college students. 


Transportation clubs, Women’s clubs or Service 

clubs. 
Review Notes—Good shots of the buildings 

where our laws, policies and money are made. 


SPORTS 
FresH WaTeR FisHinc, 16 mm or 8 mm, by 
Castle Films. Suitable for Kiwanis and other 
men’s American Boy 
any group of men. 

Review Notes—Modern Izaak Waltons and 

beautiful specimens of the tribe share 
starring honors in this reel. Shots of splendid 
scenery, a royal fight with shining salmon and 
speckled trout appeal and excite all those who 
spend time or would love to spend a lot of time 
at the sport. 
FooTBaLL THRILLS of 1939, 16 mm or 8 mm, 
by Castle Films. Suitable for dealers, employees 
groups, advertising clubs or service clubs. Most 
any group of men. 

Review Notes—Finest, fastest and most thrill- 
ing plays of the year are shown in both normal 
and slow motion. Record making passes, intri- 
cate plays and the hard hitting of linesmen are 
shown in close up. 

WINNING FooTBaLt Plays or THE 1938 Season. 
12 min., 16 mm sound film, rental—$1.50, by 
Cinegraphic. Suitable for men’s or boys’ groups. 


groups, Legions, Scouts, 


finny 


Review Notes—Winning plays in slow motion 
are taken from these games; Army vs. Navy: 


Cornell vs. Dartmouth; 
lumbia; Yale vs. 
Carnegie Tech; 


Pennsylvania vs. Co- 
Michigan; Notre Dame vs. 
and other great games of °38. 

ToucHpown, 16 mm one reel, by Pictorial Films, 


Inc. Suitable for men’s or boys’ groups. 
Review Notes—A few cheering stand shots 


and a lot of inside stuff behind the scenes, show- 
ing how players get their training in blocking, 
interference, tackling, kicking, passing, receiv- 
ing and scrimmage, all analyzed by the slow mo- 
tion camera. 

Skt Revers, 16 mm or 8 mm, by Castle Films. 
Suitable for university students, Junior Cham- 


bers of Commerce, YMCA’s, Transportation 
clubs, Department Store auditoriums, Sports 
clubs. 


Review Notes—Snow blanketed mountain runs 
at St. Moritz, Banff, Lake Placid and other spots 
are the setting for beautiful performances by 
champions. Demonstrations of fast action and 
tips for embryo champs are combined. 


W. 4TCH FOR ADDITION. AL LISTINGS 























NO PICTURE CAN BE BETTER THAN THE 
SCREEN ON WHICH IT IS PROJECTED 


® Raven Screens were used exclusive- 
ly by the Eastman Kodak Co. for 
their Kodachrome Exhibit at the 


World’s Fair. 


Raven Screens are most widely used 
by discriminating professional and 
amateur movie makers. 


Raven Screens are scientifically de- 
signed of finest screen materials 
to provide a_ brilliant luminous 
screen image. 

® Raven Screens include the widest 
variety of styles, sizes and materials 
for every conceivable requirement. 


IF PICTURES HELP TO SELL YOUR PRODUCTS 
—RAVEN SCREENS WILL SELL THEM BETTER 








RAVEN SCREEN 


314-16 EAST 35th STREET 


CORPORATION 


NEW YORK CITY 











SLIDEFILM PRODUCERS 





A eI pr 


| QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 


Dhol sand! 


SARRA, Inc. 
Whitehall 7696 + 16 East Ontario Street + Chicago 
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For “DRAMATIZED SELLING” _ 


in sound slidefilms or in live 

talent plays, written and pro- 

duced to fit your needs 
wire, phone or write. 


PAUL HARRIS PRODUCTIONS 


440 So. Dearborn Street Harrison 3986 
Chicago, Illinois 


FTL LULA LULL TMM TUOOC 


KODACHROME SLIDEFILMS 


35mm * 16mm 
Silent or Sound 
Geo. W. Colburn Laboratory 


1197 Merchandise Mart -:- 


Division of 
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UNIVERSAL If f, 
_ SOUND PROJECTOR’ BS 


HAS EVERYTHING! 


« LOW PRICE «+ FOR SOUND OR SILENT FILMS «+ FOR 
PUBLIC ADDRESS OR PHONE + FULL POWER AMPLIFICA- 
TION + 12° HEAVY DUTY SPEAKERS + REELS TO 16” « RE- 
VERSE ACTION « STILL PICTURE CLUTCH + CENTRAL OILING 
* PERMANENT CARRYING CASES + LICENSED— WARRANTY 
Low in cost, Universal 16MM 
Sound Projectors offer you all of 
the important new features. Four 
models. For all purposes. Simple 
to operate. Economical to main- 
tain. Licensed. Guoranteed. 


UNIVERSAL 
SOUND PROJECTOR DIV. 


19th & Oxford Sts., Phila., Pa. 
New York Office— 1 600 Broadway 

















COMMERCIAL MOTION 
PICTURE EXECUTIVE 


@ With five years of experience as pro- 

duction director and supervisor of 
theatrical and industrial films for major 
commercial studios. Thoroughly experi- 
enced in consumer advertising, sales 
training, institutional and public relations 
films, distribution and screen advertising. 
Camera, editing, and supervisory experi- 
ence with Hollywood studios plus a suc- 
cessful career in newspaper and adver- 
tising agency work. Now engaged in 
color research nearing completion and 
available to direct or assistance in an ex- 
ecutive capacity for advertising agencies 
interested in film production or a major 
studio connection. 


Address Box 32, Business Screen Maga- 
zine, 20 North Wacker Drive, Chicago, Ill. 











POPULAR 


Hotel FORT 
WAYNE 


In addition to the superior 
accommodations at the Fort 
Wayne, guests enjoy a superb 
location in a residential com- 
munity, yet convenient to the 
business districts. Hotel Fort 
Wayne provides economy with- 
out sacrifice of comfort or 
location. 


300 ROOMS 
EACH WITH BATH 


From De 





" it 
' sana “un " " a 


DETROIT 








ESSO FILM REPORT... 


(Continued from Page 25) 


sary to hire some place to hold the showing. 
However, since all films are in constant use, 
it is essential that tentative dates be confirmed 
with your Esso salesman. 

Whenever Esso Dealers have sponsored show- 
ings of Esso Marketers films they invariably 
have won eood will. The Esso Dealer 


Newt fitz Fain Pabeis 


® Never before in the history of motion pic- 
tures were so many film productions exhibited 
in connection. with one project, as were shown 
at the New York World’s Fair 1939, reports 
CLAUDE R. COLLINS, Director of Newsreels and 
Films at the Fair the past year. 

The Department which officially reviewed and 
censored all films exhibited reports a total of 
612 motion pictures exhibited, including every 
Of these films, 404 
were standard 35mm and 191 were 16mm. The 


known type of production. 


majority were projected with sound. 

Pictures were shown in 34 different audito- 
riums, the largest of which was the motion 
picture theatre in the General Motors Building. 
A theatre in the Russian Pavilion 
was third, with a seating capacity of 350. The 
Little Theatre in the Science and Education 
Building, under the jurisdiction of the World's 


seating 612 


Fair management, seated 253. Other auditoria 
included the many small theatres of commercial 
exhibitors, restaurants, outdoor gardens, indi- 
vidual projection rooms and various other 
unique locations. 

Based on the best estimates available, at- 
tendance at film showings totaled well in excess 
of twenty million persons during the Fair year. 

A general survey indicates the cost of these 
productions runs close to a billion dollars. This 
is best illustrated by the fact that the offcial 
motion picture titled, Land of Liberty, produced 
by the combined efforts of the motion-picture 
industry for showing in the United States Gov- 
ernment Building, included material taken from 
125 different motion - picture productions and 
shorts estimated to have cost more than 
$25,000,000. 

The various motion pictures exhibited in the 
New York World’s Fair 1939 were a liberal 
The exhibition of these 
films for a period of six months marked the 


education in themselves. 


first concentrated display of informative films 
of every type and kind. 











BETTER 
PROJECTION 
and 
LONGER 
FILM LIFE 


by 
VACUUM 
PROCESSING 


PERMANENT 
2 One aene nen, 
against 
Climate. Wear 
Scratches. Oil Dirt 
Water and 
Fingermarks 


BLACK and WHITE 
Flaten G1 @) €@) "1 
Motion Picture Films 
and Still Negatives 








MENTION BUSINESS SCREEN 


When 


Writing to Advertisers! 


* Many of the products and services of- 
fered in these pages are exclusively adver- 
tised here so it will help you get prompt 
service to tell the advertiser you read it in 
Business Screen! 











Tn early spring, Chicago & Southern will inaugu- 
rate a new fleet of giant Douglas DC-3 21 Pas- 
senger Planes. 





3 Daily Flights 
between 


CHICAGO & NEW ORLEANS 


Both Directions 


Plan now to fly to America’s southern playground 


Gulf Coast. 


New Orleans and the smart resort cities of the 
See New Orleans with its old world 


flavor and timeless charm. Play or loaf in the 
sunshine at Biloxi, Gulfport, Inn- by-the-Sea or 
Pass Christian. 


New York— New Orleans 
Los Angeles 


Chicago— New Orleans... ..... 


Low Air Travel Fares 

Ms $ 73.85 one way 

New Orleans.... 103.11 one way 
14.60 one way 


10°, Reduction on Round Trips 


For information and reservations call the 
transportation desk or 


CHICAGO & SOUTHERN 


Ain Lines 





“The Valley Level Route” 


























Tre unique and impressive location of the CHANIN AUDITORIUM on 


the 50th floor of the nationally-known CHANIN BUILDING in the heart 
of New York’s Grand Central Zone gives an immediate importance to your 
film presentation. In the CHANIN AUDITORIUM it is YOUR show, com- 
pletely separated from other possible conflicting activities, yet quickly 
accessible to the important, busy executives of many lines of business. 

About 200 comfortable, opera-type chairs, ample lounges, foyers and 
express elevators assure the comfort of your guests; while complete, 
permanently-installed motion picture, stage and broadcasting facilities are 
all at your disposal for events of the most varied natures and purposes. 
Space is also available adjoining the Auditorium for displays and serving 


of refreshments. 


For complete information, including available dates for the 1940 season, 


address 


CHANIN MANAGEMENT, INC. + 122 EAST 42nd St. + NEW YORK CITY 





more importance 
for your New York 
film presentations... 










building 


122 EAST 42nd STREET 
CORNER OF LEXINGTON AVENUE 


NEW YORK CITY 








A FEW RECENT AUDITORIUM CLIENTS 


American Bemberg Corp. 
American Paper & Pulp Assn. 
Associated Motion Picture Advertisers 
Associated Wool Industries 
Blake-Finn Law Lectures 
Borden-Farm Products 
Calvert-Maryland Distilling Co. 
Cavendish Trading Corp. 
Chevrolet Motor Company 
Wendell P. Colton Advertising Co. 
Columbia Concerts Corp. 
Columbia Pictures Corp. 
Copeland & Thompson, Inc. 
Dwight School 

Educational Film Corp. of America 
General Outdoor Advertising Co. 
Grand Guignol Players 

Horse & Horseman, Inc. 
Kelvinator Corporation 

Lee & Phillips, Inc. 

Lily-Tulip Cup Corp. 

Lockhart International, Inc. 
March of Time 

Martini & Rossi 


Metro-Goldwyn-Mayer 

Metropolitan Players 

National Board of Review of Motion 
Pictures 

New York University School of 
Architecture 

Oldetyme Distillers Corp. 

Pan-American Airways System 

Pathe News, Inc. 

Patescope Co. of America, Inc. 

Pedigreed Pictures, Inc. 

Raymond-Whitcomb, Inc. 

Rex Cole, Inc. 

RKO-Radio Pictures, Inc. 

Shell Union Oil Co. 

Sainer-Berkman Bar Study Group 

St. John's University Stagers 

Robert Louis Stevenson School 

The Texas Corporation 

United Artists Corp. 

United Hospital Campaign Committee 

Universal Pictures Corp. 

U.S. Resettlement Administration 

Young & Rubicam, Inc. 























Awnpv Now 


the Prorie Kwow. 


* * * 


Fou ignorance stems much of the readiness of many 
folks to believe the worst about their public utilities. When 
we switch on our lights to read, or start the vacuum 
cleaners to humming, few of us appreciate the huge or- 
ganization of men and materials which makes these daily 


acts of habit possible. 


Pittsburghers, however, are better-informed than most of 
us because of the Duquesne Light Company’s motion picture 
production. “Sun To Sun”, produced by Jam Handy, 
dramatizes the variety of processes and skills necessary to 
wrench “black sunlight” from the jealous bowels of the 


earth and transform it into low priced power — 


AND NOW THE PEOPLE KNOW 











The J A M H a& N D Y Onganization 


* New York * Hollywood 


* Chicago 


ca 


* Detroit 


* Dayton 
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